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EXTRA SUMMER PROFITS 


,..in these smart new items 


_ gtttRtdattevin, 
we ™ 
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NEWPORT LOCKER SANDAL 
Our most popular style. Thick sponge rubber sole. 
Special non-slip outsole. Mens—choice of white, 
tan, green or blue—full sizes 4 to 12, $1.25. 
Womens — white only —full sizes 2 to 8, $1.20. 


Here is extra spring and summer 
business for thousands of alert mer- 
chants. These all-rubber sandals for 
locker, shower, beach, swimming 
pool, and leisure wear are definitely 
superior, both in style and manufacture. They are the 
sort of footwear that provokes lively interest when 
raced on dipiay—pariclry since the demand for | lage Sit ot Seta 
footwear of this kind is growing so rapidly. We suggest sizes 4 to 12—68 cents. 
that you order a sample pair of each. Then you will see 
for yourself how far Ball-Band has gone in developing 
these smart numbers which have been rapidly growing 
in popularity for several seasons, and promise to be big 
sellers everywhere this summer. Why not write or wire 
today and prepare for a full season of extra-profit selling. 
MISHAWAKA RUBBER & WOOLEN MFG. CO. 


280 Water Street, Mishawaka, Indiana 


A swimming sandal that when properly fitted does 
not kick off in the water. Excellent, too, for locker 
and shower wear. Sponge rubber sole, non-slip 
— outsole. White only. Womens sizes 2 to 8—92 cents. 
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VOICE of the TRADE 


WYBAPIITY 


* * * 


MOORE substance to prices and 
styles! That’s what looms up here 
as manufacturers figure shoes for 
Fall. A new combination of forces 
is at work. 

Raw stock is higher. So tanners 
assert, and support the assertion 
with the statistical evidence. Leather 
costs more. The advance rests on 
bed rock. 

Styles for Fall call for more 
leather in shoes. The combination 
of higher prices per foot, and 
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more leather per pair, compounds 
the increase in the costs of mak- 
ing shoes. 

New Fall types of the fashion 
program cut two feet or more per 
pairs of uppers. Summer types cut 
14% feet or less per pair, with 
some report of a foot of upper 
stock to a pair. 

An increase of half a foot of 
leather to a pair of shoes (the 
leather costing 30 cents a foot) 
means an advance of 15 cents per 
pair in the cost of the shoes. And 


its more if the leather costs 32, 
34 or 36 cents a foot. 

The advance so far set forth 
applies only to upper stock. There 
are corresponding advances in bot- 
tom stock. Some of these increases 
may be offset by savings in other 
items. But the main force is to- 
ward higher prices on fall shoes. 


*% % *% 


@NE day, using a simple atomizer 
to spray a germicide into his throat, 
the idea flashed into Ernest Woel- 
fel’s mind that if he had a large- 
sized atomizer he could spray fin- 
ishes onto leather. So he had a 
large-sized atomizer built for use at 
his Peabody, Mass., tannery. After 
pumping up its pressure tank with 
a bicycle pump, he turned on the 
nozzle and began to spray a finish 
ora skin. He sprayed himself also, 
such was the volume of the spray. 





To save his eyes and throat from 
the spray he obtained a diver’s 
helmet, at a second hand store, and 
put that on, and continued to work 
with his sprayer until he regulated 
its force. Later others developed the 


Page I! 


spray gun, now commonly used in 
tanneries and embossing shops. 


* * * 


SID WEBER of Janesville, Wis., 
continues the “guarantee fight” by 
saying: 

“Please thank Mr. J. L. Shermer 
of Fort Smith, Arkansas, for me, 
for his admonition to take a course 
in the study of the feet. Possibly 
he can tell me of one that ad- 
vises its readers to guarantee the 
fit. And if it did, I’m afraid we. 
in our store, couldn’t take much 
stock in it. 


“Mr. Shermer has been on the same 
fitting stool for twelve years, so is just 
one up on me. But I’ve been on others, 
too. For Steve Brouwer and Charley 
Helmbacker and George Roth in Mil- 
waukee and my own dad, and his dad, 
who started in the shoe racket 102 years 
ago and is now making golden slippers. 

“Maybe I’ve worked for the wrong peo- 
ple, but I don’t believe it. Steve Brouwer 
is the one who put the idea in my head 
to use guarantee only in a negative way 
and until Mr. Shermer puts on a school 
like Steve Brouwer did last year and the 
year before, I’m sticking with Steve. 

“Perhaps I’d better change our signs 
to read: ‘We don’t guarantee a PER- 





FECT fit’ and thanks to him for making 
me think of it. Sure, we can give ’em 
and guarantee ’em a ‘compromise’ with 
fit—which is all Mr. Shermer is doing in 
fitting ladies style shoes. Let Mr. Sher- 
mer use his X-ray and see the little toe 
curved in on practically every pair of 
women’s style shoes he sells. Let him 
use his pedograph to determine where to 
countersink the insoles or raise the meta- 
tarsals or astragalus. Let him use his 
Brannock device to find that no two feet 
are exactly the same. That’s what we 
do, and have long ago decided that to 
be honest, ‘Guaranteeing the Fit’ is out. 

“And about this ‘plenty of sizes.’ Our 
size range includes men’s oxfords 6 to 
12 AAA to EEE, with some to 13, at 
$3.95. Women’s 2% to 10 AAAA to EEE 
at $3.95, misses 1244 to 4 AA at $2.28, 
children’s 8% to 12 A to E at $1.98, etc. 
And the honesty still prevails in what 
we're telling you. 

“Really, this thing is right down my 
alley—and that of many a manufacturer 
who has issued many a credit to mer- 
chants who returned worn shoes for the 
reason that they had guaranteed the fit— 
and then found out that they didn’t fit. 

“Another slant to the picture. There 
are four of us on the floor, seven on Sat- 
urday. Only tried and trusted men are 
used, but they make mistakes and cus- 
tomers say: ‘I'll take ’em’ on their own 
hook and the only way I could be sure 
of whose fault it is would be to have a 
stenographer sitting back of each sales- 
man on every transaction. It would be 
different if this were a one-man store. 
We are doing business even if we are 
uneducated in the fine art of ‘guarantee 
fitting.’ 

“Extend my invitation to Mr. Shermer 
to come up to the Summer playground 
this year and fight this out on location. 
Where shoe men come out flatfooted and 
a fits a fit.” 





WALTER PLUNKETT, who has 
just finished designing the cos- 
tumes worn in “Mary, Queen of 
Scotland” for R-K-O, said, just 
prior to leaving Hollywood for 
New York: 

“The shoe industry is to be con- 
gratulated for awakening to the 
need of better designing in shoes. 
A real start has been made which 
will undoubtedly be carried on. 
Previously a woman could have 
about four or five pairs of pumps, 
which would suffice all her shoe 
needs. Now she can have a wide 
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GOING UP? 


—Wiblliam Feather, in a recent issue 
of AMERICAN BUSINESS, sum- 
marized opportunity which the 
next four years offer to business 
men, as follows: 

I—It will be a period of rising 
prices and costs. 

2—Salaries and wages will ad- 
vance sharply. 

3—There will be a scarcity of 
competent employees. 


—lIf we are to see further credit in- 
flation and social legislation, as 
seems probable right now, it is 
safe to assume that prices and 
costs will move upward. 

—And rising prices will naturally in- 
fluence individual incomes. 

—A scarcity of competent em- 
ployees would indicate first, an 
improved efficiency in industry 
generally, and second, a wave ot 
prosperity that would take up the 
slack in employment and create 
a powerful demand for good 
workers. 

—Inflation, under proper control, 
might offer the way out of our 
present economic confusion. 

—But Inflation without control would 
be the very worst thing that could 
happen to this old world of ours. 


Sauce 6 Tris... 


President. 





variety of costume effects through 
choosing her shoe wardrobe care- 
fully and completely; shoes that 
are important in adding tone and 
character to costuming. 

“As for Fall, luxury styles al- 
ways go in cycles, so we look to 
this coming season as a most lav- 
ish one. Last year saw a great 
abundance of exotic things in 
clothes, furs and jewels. This year 
they will be more lavish and lux- 
urious. Textures and fabrics will 
play a more important part next 
Fall than will color, as we always 
go back to the darker colors for 


1936 


Fall. They are very apt to go into 
quilted velvets, embroidered vel- 
vets, as well as more richness in 
textures. 

“This means velvet suits and 
coats heavily embroidered and 
lavishly trimmed with fur. Metal 
materials will be finer this year 
for those used last year are played 
out. Materials will be heavier and 
richer than last year, and while 
there will be lots of metal mate- 
rial used, it will be with more 
reserve than last year. Woolen 
houses have given us nubs and 
weaves and odd threads so far 
away from ordinary colorings that 
the shoe trade will undoubtedly 
stick to leather as a material. 

“TI see a great volume of suede 
and suede trimmed shoes, some 
with kid trimming, some with calf 
-more with patent, but all smart 
sparking designs in keeping with 
the exotic trend in dress. I am 
referring entirely to afternoon cos- 
tuming.” 

* * * 
THE First National Bank of Bos- 
ton, in a quarter page of publicity 
in the Boston newspapers, illus- 
trates shoemaking old and new and 
says: 

“The tale of two cobblers who 
hooked passage on the Mayflower. 
In 1629 the Mayflower on her sec- 
ond voyage brought two welcome 
newcomers to New England. Thomas 
Beard and Isaac Rickerman, bear- 





ing a letter of recommendation to 
Governor Winthrop, were the first 
shoemakers to ply their trade in 
America. They were promptly pro- 
vided with board and lodging and 
free grants of land in Salem and set 
to work. 

“The tapping of their hammers 
echoes today in the whir and hum 
of machines in the great American 
industry they founded. 

“In 1935 there were produced in 
the United States 383,761,499 pairs 
of shoes, a record for all time. In 
that year, New England factories 
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manufactured 132,890,000 _ pairs, 
more than 34 per cent of the total. 

“For 152 years this bank has 
been identified with New England 
shoemaking. It counts as valued 
customers the foremost concerns 
in every division of the industry. 
Through our bank in Buenos Aires 
are financed vast shipments of hides 
which move unceasingly north 
through the port of Boston to near- 
by tanneries. 

“With Massachusetts still leading 
all states in numbers of shoe fac- 
tories and tanneries, and an annual 
New England boot and shoe prod- 
uct valued at $193,913,525, there is 
just cause hereabouts to salute the 
memory of Thomas Beard and Isaac 
Rickerman.”” 

* * * 
BRAYMOND G. TWYEFFORT, 
president of the National Associa- 
tion of Merchant Tailors, is ad- 
vocating high shoes for men—an 
ankle boot one inch lower than 
the old-time favorite. In a talk 
at St. Louis recently, he said: 

“Up in Detroit the other eve- 
ning only one man at a meeting 
had high shoes on—and they all 
like them—just showing that owing 
to low shoes, men catch cold— 
their ankles get cold; many execu- 
tives are laid up at home with 
influenza, grippe, etc., due to low 
shoes, showing the advantages of 
this new high shoe which should 
be talked up by all of us; their 
ankles get cold. I did not say 
cold feet; high shoes give security 
and support at the ankle.” 

* * * 

MIETZ MEN’S SHOP modernizes 
—for at 78 W. Washington Street, 
Chicago, Rube is in the thick of 
things between Clark and Dearborn 
—yjust around the corner from the 
Court House and the theatrical dis- 
trict. 

He made his windows two feet 
deeper; pulled his floor up to the 
street level; put in metal chairs and 
fitting stools; painted it in blue and 
yellow and is set for the next ten 
years. 

Last Saturday was the biggest day 
in his selling history, with the aver- 
age sale at $7.50. 

So if you are in Chicago, have 
him show you how he went modern. 


GRANT TEMPLIN celebrates the 
forty-fourth anniversary of his 
opening a shoe store in Minne- 
apolis. This year he becomes the 
city’s oldest business man with 
continuous operation of the same 
business in Minneapolis. Asso- 
ciated with him is his son, Ernest, 
who has been assistant since 1921. 

The Minneapolis newspapers 
gave him a front-page story show- 
ing the rise of a farm boy in 
Ottawa County. 


* * * 


LIVINGSTONE BROTHERS of 
Clarksburg, West Virginia, use al- 
most a half page in the Clarksburg 
News to reproduce the editorial, 
“Selling Children’s Shoes Over the 
Counter,” which appeared in the 
February 22nd issue of the Boot 
AND SHOE RECORDER; and further 
state: 


“Body balance is the essential need in 
a growing child. Legs straight, chest 
out, stomach’ in place, vital organs free 
for growth. 

“Poorly-made shoes throw the child’s 
body off balance, causing slouchy incor- 
rect posture. Bad posture may lead to 
hollow chest, curvature of the spine, and 
other ills. 

“Why gamble with your child’s health 
when you can have the very finest qual- 
ity children’s shoes made with Living- 
stone’s superb fitting at no extra cost?” 


BUDGE DAVIS of the Federal 
Trade Commission says: 

“We do not undertake to deal 
with a mere controversy between 
competitors. We occasionally come 
in contact with what we term private 
controversies, but unless the con- 
suming public is adversely affected, 
we do not proceed; but, it is the 
rarest case in the world, if it ever 
exists, where the consuming public 
is adversely affected by false and 
misleading advertisements that a 
competitor is not also affected and, 
consequently, we would have the 
requisite showing of competition. 
In fact, the only instance in which 
that could not occur would be where 
there were no competitors.” 


* * * 


A COPY of the Auckland (New 
Zealand) Herald arrives and on its 
first pages the card of 

“Adams (Mervyn) Foot Special- 
ist—Relief Guaranteed—at Queen 
Street opposite St. James.” 

And, spread on an inside page, 
the “ad” of Hallenstein Bros., Queen 
Street, telling of 

“New lines of crinkle crepe shoes, 
just opened, the newest colors,” 
“Boston court pumps in kids and 
suedes” and “Latest styles in Para- 
gon shoes, just arrived and moder- 
ately priced.” 





‘GRAHAM 
HUNTER* 


"Heads | fit her; tails you do." 








WALLS RISE 
~ On Fifth Avenue 
and State Street 


PHOTOS: GEORGE PELZER =” 





ET’S more than a stone’s throw from the snowy fast- 
nesses of the Tyrol to New York, by way of London, 
but style has a way of bridging the greatest gaps. 
Here’s a style that traveled the snowy route to Fifth 
Avenue and State Street by. way of Bond Street, and 
Milady’s toes. 

But the comfort to be found in the ski boot, with 
its roomy toe and its admirable fitting qualities, even 
over a heavy hand-knit ski stocking, impressed the 
minds of English sportsmen to such an extent that on 
returning to England, they sang its praises to English 
bootmakers. Suddenly shoes for men, in both street 
and sports models, appeared in London with the 
Norwegian or so-called ski boot front. 

Lanz of Salsburg produced one for an American 
manufacturer and in this way the shoe came direct to 
New York. But to the women stylists must go the 
credit for evolving the first walled-last shoes. We are 
given to understand that they were worked out by a 
Fifth Avenue house from an original English man’s 
shoe. Closely on the heels of this feminine success, 





and freely re-adapted back to a man’s shoe, have come 
the walled-last shoes which we illustrate. 

On the subject there seems to be two schools of 
thought. One featuring a high extreme walling with 
a decided creased and much shorter forepart, the other 
a more graceful, tailored type of shoe with careful 
custom modeling and refined detailing. 

New wood is always a problem and an adventure in 
originality. The introduction of the walled last is 
more than the ability to mold a toe into a new shape. 
It must be studied in the light of an appropriately 
balanced shoe. 

If it has too much rocker, it must have too much 
heel. If it has too little rocker and too low a heel, it 
will have the wrong break across the vamp. Watch 
the vamp-breaks in these new shoes. 

Yet they have a pedigree of performance that dates 
back to the high-toed shoes of 1909. 

There is this thing to remember in lasts. The human 
foot has no straight lines. It has no right angles. It 

[TURN TO PAGE 36, PLEASE} 
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Use of translucent glass blocks in French blue about 
the entrance forms the distinctive note of this re- 
modeled store of Alfred J. Ruby, Inc., Detroit. 


An interior detail from the 

shoe department in the new 

John Wanamaker men's store 
in New York. 





eae 


i 


a a Se Tae mee 


3 
4 
‘ 
a 
‘ 
; 

Be Fi 

$e | 

si 2 

ey 

-s 

ted 

ee 


ritiittiiiiii ty 





tank ai iad 
ms . = co gana pam Gs 2 » aoe seed « . a . we 
aie : e ; ’ i ke ek ea ee SS) ; 
anes. d eee St Bet, Hat, Silas iy Wate 
A : es Bak? q ha 
fee } Raita 





ET’S modernization season for shoe stores, and so 
we bring you another group of striking photographs 
of shoe stores which have been completed or remodeled 
within the past few weeks. 

One of the most interesting exteriors we have seen 
in a long time is that of the Alfred J. Ruby, Inc., 
store in Washington Boulevard, Detroit, which was 
recently remodeled in a restrained modernistic style. 
The distinctive feature is the use of a glass block, de- 
signed to be translucent but not transparent, that is, it 
permits the passage of light through the non-trans- 
parent glass. 

The glass is hollow and water-clear, done in a 
French blue, though appearing somewhat paler in 
sunlight by the nature of the material. This is the 
first installation of its kind in Detroit, and it is said 
to be the first shoe store ever equipped with a similar 
front. The work was done by Conrad Keck, archi- 
tect and contractor. 

[TURN TO PAGE 38, PLEASE] 





Note the manner in which the sign of 

this new London Character Shoe store 

in Seventh Avenue, New York, projects 

out over the street, attracting attention 
from either direction. 


(Below) Use of photo-murals of Lon- 
don scenes, plus the circular design 
of the interior, makes this London 
Character Shoe store one of the most 
unusual men’s shoe shops in U.S.A. 


GOOD 
SHOES 


And here you see, through the eye of the camera, 
some of the newest aud most distinetive ideas in 
shee store decoration that the ingenuity of archi- 


teets has been able te devise this season. 


DESERVE GOOD STORES 














By Presidential Proclamation 

**ALL agencies, public and private, concerned with 
the health and welfare of children, shall on the first day 
of May study, plan and promote the health and security 
of children by means of local cooperation and indi- 
vidual effort.” So says the President of the United 
States and the Secretary of State, for the health and 
security of children are essential to the well-being of a 
nation. 

The year 1936 marks a definite direction to the work 
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CHILD 
HEALTH 
DAY, 
MAY Ist 





of child health development in homes and schools. Shoe 
men can play a large part in promoting the health and 
welfare of children by cooperatively advocating that all 
children’s feet must be fitted to footwear rather than 
bought over the counter. We must no longer per- 
mit the sale of children’s shoes without fitting, 
without service and without common sense on the 
part of the parent or the merchant. 

A vigorous direction to the campaign of bringing the 
child into the shoe store for the simple service of shoe 
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The BABY 


fitting is the responsibility of the shoe industry at large. 

Rally to the slogan: “Children’s Feet Must Be Fitted. 
No Children’s Shoes Should Be Purchased Anywhere 
Over the Counter, for Growing Feet Deserve the Service 
of Proper Fitting.” 


©°W OU ask me what is the secret of our successful chil- 
dren’s shoe business. There is no secret. The children’s 
business is no different from any other business; it goes 
where it is wanted.” 

That’s what 0. D. Hudson says. And he should know, 
for he is manager of the shoe department of the Broad- 
way Department Store in Denver, where the children’s 
shoe volume is 40 per cent of the total, with men’s and 
women’s tied for second place at about 30 per cent each. 

“It’s a wonder to me,” Hudson continues, “why the 
average shoe department or family shoe store gets any 
children’s business at all. In the first place, the chil- 
dren’s shoe stock is bought by a man whose chief interest 
is women’s shoes. Which is all right in its place, but it 
makes a step-child out of the children’s business. 

“Then the orders are okayed by another man whose 
idea of efficiency is to cut the children’s stock down 
below what it was last year. Then when the sales fall 
down he pats himself on the back and says, ‘I told you 
so! I knew our volume didn’t justify any more stock. 
We'll cut it lower next year.’ 

“And when a mother and child appear at the door 
it’s a run-sheep-run game with the salesman. The slowest 
footed man is the goat; he has to wait on what he calls 
that noisy little brat. 

“In my department it’s the other way ‘round. Chil- 
dren come first. No salesman can work for me who isn’t 
crazy about children. I prefer young married fellows 
with children of their own. 

“Why should shoe merchants ignore the fact that in 
every household the child is king? The home and its 
daily program, the food, the recreation, the religion, 
the insurance, all are ordered to promote the well-being 
of the child, even at great sacrifice to the convenience of 
the parents. 

“In American slang, ‘Baby needs shoes’ has become 
a symbol of the real reason for all human labor. When 
baby comes to get those shoes he is treated like a king 
in this store.” [TURN TO PAGE 52. PLEASE] 


O. D. HUDSON, Manager, Chil- 
dren's Shoe Department, The 
Broadway Store, Denver, Colo. 


A 
PROCLAMATION 


BY THE PRESIDENT OF THE UNITED STATES OF 
AMERICA. 


Whereas the Congress, by joint resolution of May 18, 
1928 (45 Stat. 617), has authorized and requested the 
President of the United States to proclaim annually May | 
as Child Health Day; and 


Whereas the health and security of its children are 
essential to the well-being cf the nation; and 


Whereas it is advisable this year as we launch the social 
security program to encourage by every possible means the 
development of plans to promote maternal and child health 
and to extend child-welfare services; 


Now, Therefore, |, Franklin D. Roosevelt, President of the 
United States of America, de hereby proclaim and desig- 
nate the First Day of May of this year as Child Health Day, 
and do urge all agencies, public and private, concerned 
with the health and welfare of children, on this day to study 
the plans for Federal, State and local cooperation in pro- 
moting the health and security of children, to note the 
extent to which those plans have so far been put into effect 
and to make arrangements for carrying their benefits to the 
children in every county in the United States. 


In witness whereof, | have hereunto set my hand and 
caused the seal of the United States of America to be 
affixed. 


Done at the city of Washington, this thirteenth day of 
April, in the year of our Lord, nineteen hundred and thirty- 
six, and of the Independence of the United States of 
America, the one hundred and sixtieth. 

FRANKLIN D. ROOSEVELT. 
By the President. 
CORDELL HULL, 


The Secretary of State. 
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"By permission of the copyright own- 
er.’ Here's a window display bor- 
rowed from BOOT AND SHOE 
RECORDER and worked out with 
masterly skill by Geuting's in Phila- 
delphia. Photographs of the dancers’ 
feet were blown up from originals that 
first appeared in the RECORDER in 
a National Foot Health Week feature. 
Resourceful display men and advertis- 
ing writers find the RECORDER a 
source of innumerable practical ideas 
that can be utilized, as these pictures 
were, for effective sales promotion. 








WINDOWS 
That TELL 
And SELL 





Section from an unusually 
effective men's white shoe 
window. premotion by Sil- Make every display a thrilling 
verwood's in Los Angeles, 
iust before Easter. story of this season’s shees and the 





vital part they play in health and 
happiness 








What the boys’ shoe business needs is more and better window 
selling. Here's the sort of shoe story that will interest the high 
school lad of today, for it talks to boys in the kind of shoe 
language they can readily understand. By Kresge's, Newark, N. J. 
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HIERE are four timely shoe windows, all of them 
keyed to current selling or to some important mer- 
chandising event on this month’s calendar. Men’s and 
boys’ shoes have their turn in this issue, for two of 
the four windows illustrated show men’s shoes, and 


A striking presentation of men's and 

women's white shoes and combinations 

used by Franklin Shoe Salon in Miami 
Beach. 








the third is a boys’ shoe window. But every one of 
these displays has a lesson for each and every shoe 
merchant, regardless of the kind of shoes he sells. 
The two men’s shoe windows, one from Miami and 
the other from Los Angeles, show the very marked 
preponderance of white shoes in these two important 
style centers. Windows like this are a cue to mer- 
chants and display men the country over as to what 
sort of displays they should be planning for a few 
weeks hence. If men’s white shoes are being pro- 
moted in Los Angeles for Easter to the degree indi- 
cated by the Silverwood window, it is a foregone con- 
clusion that white shoe promotions will form the 
chief topic of interest this Summer for display men 
everywhere. And while the two white footwear win- 
dows illustrated happen to feature men’s shoes, all 
reports would seem to indicate that white shoe displays 
will form an equally important part of every Summer 
program for women’s footwear promotion. 
In the Silverwood store a huge corner window con- 
taining 160 square feet of space was devoted to the 
[TURN TO PAGE 44, PLEASE] 
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A PROMINENT buyer had an experience last week 
that bears repeating. He was called up to the merchan- 
dising office where a little group of style pluggers was 
gathered together to theorize on the possibility of mak- 
ing the store the style leader in the community at the 
expense of the shoe department. The merchandise man- 
ager, in the presence of his allies, said: “Our shoe de- 
partment is not hot enough in its styles. We’ve got to 
be first in everything and what we need is footwear 
that will be talked about by everybody. Our compari- 
son department has shopped the town and found that 
we are not clicking with the smartest people. What are 
you going to do about it?” 

The buyer, capable of holding his own in any rough 
and tumble fight, figured that he was on the spot in 
such a gathering and that he would have to fight his 
own battle single-handed. He replied: 

“My answer to all that you bring up is ‘SIZES—Sizes 
——Sizes’! I’ve been on the carpet a dozen times on this 
very same subject. The store hasn’t a kick when it comes 
to rate of turn-over, maintained mark-up and annual 
profits. I’m doing a job. You know it and the cus- 
tomers know it. The people who patronize this store 
are the reliable, conservative people of the town and 
what’s more I know what they want and I’m giving it 
to them. And that means size runs, not 24-pair lots. If 
you want the flash of fashion, I will give it to you in a 
separate department, but will only operate it on the 
basis of figuring its profits in prestige rather than cash. 
I want to teach you birds a lesson about selling shoes. 

“You will discover that the first 18 pairs of a 24-pair 
buy of ‘hot-fashioned’ shoes may sell and that you will 
be forced to eat the last six pairs. Yet it’s in the last 
six pairs where the profit lies. Twenty-four pairs of 
shoes at $8.10 cost equals $194.40. To yield 40 per cent 
gross profit, we’ve got to sell these shoes for $324.00. 
We mark the shoes at $13.50 per pair. We sell eighteen 
pairs and we take in $243.00. We’re lucky to get half 
price for the remainder. And so the six pairs only 
bring in $40.50, making a total of $283.50. It cost us 
35 per cent to do business. So we’ve lost on the trans- 
action $72.90 in actual cash. And if you think that’s 
the thing to do, go to it, but I’m not to be responsible. 

“What’s more, I’m rating our selling ability high 
when I say that we can sell 75 per cent of the stock at 
regular prices. Our experience has been that instead 
of moving twenty-four pairs on this formula, we actually 
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SIZES 





By ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


sold seven pairs of shoes and threw the rest on the 
bargain table. 

“That piece of arithmetic only applies to one num- 
ber in its smallest buyable lot of twenty-four pairs. 
Supposing we had bought twelve different numbers 
and had bought only 24 pair runs on each. Twenty-four 
shoes on a size chart looks like fly dust on a busy after- 
noon, and heaven-help-the-factory on the special one- 
pair orders that are the consequence of such buying.” 

There you have it with arithmetic. The story of shoe 
sizes versus sizes in any other article of wearing ap- 
parel. Filling a store with “odds and ends” is more 
than just a process of sweetening the stock. It’s suicide 
for the buyer and insolvency for the department. What 
this country needs is an appreciation of sizes—particu- 
larly in the new and modern music of AAAAA to EE— 
3% to 1314. It takes a lot of selling and servicing to do 
business with a public that is “exact shoe” conscious. 
Gone are the days of six to ten-time turn-over. It can’t 
be done with the sizes called for by the American public. 
Even $3.00 shoes today run a size chart temperature 
that would stagger anybody in the cloak, suit, corset 
or hat business. 

Right under our eyes, at this very moment, an ex- 
periment is going on in England of a public asking for 
the range of sizes and widths common to footwear in 
America. The size runs are not to be had generally in 
England so they have been ordered in large lots from 
America. When all the 6 AAA have been sold, the store 
must cable for “make-up” shoes to fill the order. That’s 
a six weeks’ assignment—distance considered. Even if 
bought from instock, it may be three weeks’ delivery. 
Sizes on the spot is the answer, everywhere. 

The answer universally is the time-honored cry, 
“SIZES—Sizes—Sizes” and if we are rude enough to 
bring up the subject again, there are far too many cries 
for fancy shoes for fussy occasions. It is well enough 
to stimulate the eye of the public with new and catchy 
creations to serve the tastes of the orchidaceous. No 
store in the land is without its spicy footwear to season 
a season, but no merchant, who is worthy of the name 
of merchant, thinks of a shoe store as a harlequinaded 
circus. You just can’t do business on a 24-pair size 
schedule, anywhere, anytime, anyhow! 
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LO-N-G WEAR 


lot of your customers are on the lookout 
for economy in the shoes they can buy. But that 
doesn’t mean cheap ones. It means shoes that 
give the longest wear. 
And those folks are in the market for shoes with 


Goodyear Wingfoot Soles. 


The reasoning is simple: A shoe lasts as long 
as its sole. No sole ever built can out-wear a 


Goodyear Wingfoot. 


So, stock the shoe with these soles, for their tough, 
sure-footed, waterproof qualities are a sure way 
to win new customers and bring in repeat cus- 
tomers for your store. 


Amarion's Fastest: ceeealininee Wi \ G F 0 0 T 
SOLES ° HEELS 
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Holiday more. 


Two-color cover for two-page 


Sport Shoe Week Folder. It may 
be extended to six, eight or even 
ten pages. 


PPEOPLE must have sport shoes on their minds before 
you can put sport shoes on their feet. And if you want 
proof that Sport Shoe Week helps to do just that— 
look at the records! 

It might be coincidence that the increase in sport 
shoe wearing and Sport Shoe Week promotions hap- 
pened to occur in one year. But when the increase 
is consistent over a period of six years—in a depres- 
sion period—this Sport Shoe Week idea becomes a 
matter of importance to every single store that carries 
sports shoes—and to every group of stores that can 
cooperate in making sport shoes still more popular 
in the community. 

Put more directly, there are three good reasons why 
every store that carries sports shoes should actively 
participate in the promotion of Sport Shoe Week, 
May 29 to June 6. 

First—It will push your sport shoe sales higher at the 
peak of demand. 

Second—This extra early pairage will influence the 
hesitant, and later buyers. 

Third—Early buyers are potential repeat customers 
later in the season. 

Selling the people that other people follow is impor- 
tant. From the “exclusives,” the style setters, right at 
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A NATION [IN 


For the First Summer Holiday 


National Sport Shoe 


Week. May 29-June 6 


the top of a cycle, on down, step by step, there’s one 
group after another setting the space for the group 
that follows. 

Getting more sport shoes sold early creates that 
“Everybody’s Wearing Them” feeling that increases 
sales to people who want to do what everybody’s 
doing! 

That may sound a bit involved—but it is not. You 
can see it working all the time in your own community. 
A certain few are style leaders for certain groups. 
What they wear is an influence on what others will 
We check winter resort acceptance of shoe 
When more 


6 


wear. 
styles, as a guide to Summer trends. 
people start wearing sport shoes early, more 
verts” are made among the followers. 

With this in mind it is easy to appreciate that, while 
individual store promotion is important, the coopera- 
tive promotion will have a greater influence on the com- 
munity. If you held a cooperative Foot Health Week 
promotion, and feel that this event follows too close 
to go cooperative again, remember, you can all feature 
National Sport Shoe Week without making the co- 
operative idea quite so obvious. 

However, there’s not likely to be much trouble on 
that score. It hasn’t been apparent in the past. In 
most communities today, shoe stores are organized to 
carry on cooperative promotions. If yours is not, here’s 
a typical set-up—each key position to be filled by the 
best available person, by nomination and vote at the 
first meeting: 

Chairman—In general charge of promotion. 

Secretary-Treasurer—Minutes and funds. 


“‘con- 
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THIS JS 


NATIONAL SPORT SHOE WEEK 


Make the Cheerful change to Sport Shoes 
and enjoy your first Summer Holiday more 





SPORT SHOES 





































Advertising Committee—Newspaper ads, etc. 
Display Committee—Decorations, window displays. 
Speaker Committee—Style talks, radio and groups. 

Feature Committee—Style show, contests, etc. 

These are but suggestions—your program may re- 
quire other committees. The chairmen should work 
together, yet each be responsible for the work under 
his direction. 





Town Name Shoe Stores offer A Wide Variety of 
Sport Shoes for Street, Spectator and active Sports Wear 








































Where the cooperative idea is new, it is important 
to let the doubters know the event is sponsored by 
merchants, not a newspaper space stunt, although the 
papers will cooperate in every practical way. You 
may meet with opposition to “free space” from the 
















paper. Some may not wish to carry “style articles” 
in the regular columns, feeling that the editorial office 
should not be influenced by the advertising depart- 




















Display Card Design in red and 
blue on white card to be used 
everywhere in the store. 
























One page co-operative ad lay- 
out for Sport Shoe Week. The 
shoes are selected from various 
stores. 










ment. Others may be glad to have a “style story” 

for their feature page. The best way is to buy a page, 

or section, or whatever space your cooperative group 

may need, then use part for ads and part for articles, 

pro-rating the cost. 

MAKE Remember, everybody with “an axe to grind” tries 
for free space in the paper, and they are besieged by 


THE CHEERFUL CHANGE TO publicity men trying to put something over. While 
SPORT SHOES your style store is one that’s news people like, it’s 


hard to differentiate between news and propaganda. 

First on your promotion list—for any and all stores 
SO participating—is good stocks, well sized and backed 
by good in-stock service. Don’t let people find you 
out of sizes when you should have them. 


Enjoy your first Then come the three (orfour) features which 
Summer Week should be a part of every promotion program, whether 
End Holiday more individual store or cooperative promotion. 


1. Newspaper ads—individual ads, or cooperation 












RECORDER STORE 
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section. 
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Other 
People’s 


By HARRY RB. TERHUNE 


1936 


Ideas 


Field Editer, BOOT AND SHOE RECORDER 


THE broad center aisle of the 
Dalsimer shoe store in Philadel- 
phia is flanked by six three-foot 
high wooden fixtures, all of which 
have removable wooden tops. These 
fixtures act as a reserve for the 
fast moving stock on the selling 
side, and as display fixtures for 
the merchandise to be shown at 
the moment to the customers. They 
also serve to divide or separate 
the different separate selling sec- 
tions. 

Having removable tops allows 
for the frequent changing of the 
materials which may be used as 
coverings. These covers are often 
changed so that the fresh look is 
always in evidence. A pile of 
literature furnished by the manu- 
facturers is always kept on these 
display tops. Many customers will 
pick up and keep the booklets they 
find there, an easy method of dis- 
tribution. 


* * * 


THERE are no “Lost Sale” slips 
in Jesberg’s Walk-Over shoe store 
in Los Angeles. A very efficient 
“Wanted” slip serves the purpose 
to a much better advantage. 

There is a real difference be- 
tween the two names in the minds 
of those on the floor. A “Lost 
Sale” is something to be explained 
with the salesman on the defensive. 
A “Wanted” slip is a method by 
which the salesmen tell the man- 
agement of various things the 
trade is needing at the moment. 
On one hand, the men instinctively 
think they are being open to criti- 
cism, while, on the other, they are 
helping the boss. 

This difference in thinking is re- 
flected in the way and manner in 


which the slips are made out. Each 
morning the first duty on the part 
of the management is going over 
these slips. When shoes are on 


WANTED sa" 


PATTERN 








COLOR 





LAST 





STOCK No. WIDTH 





PRICE 





NOTATIONS 


This form takes the place of “lost sale" 
slip in Jesberg Walk-Over Store and 
serves the purpose. 


order, the salesman is notified so 
that he in turn may notify the 
customer. It is a good trick and 


it works. 
% t % 


THE wrapping girl cannot pos- 
sibly know the price of every shoe 
in stock. So in the Fontius Shoe 
Company, Denver, the salesman 
brings the shoe he has sold along 
with the sales ticket to the floor 
man, who inspects the ticket for 
stock number and price, then 
O.K.’s it. The salesman puts his 
number on the shank of the shoe 
and the floor man O.K.’s that also. 

Incidentally, Fontius at one time 
scratched or penned the stock num- 
ber on the toe of the sole. In time 
this often became unreadable. Now 
they print the stock number on 
small stickers which are stuck on 
the shank near the heel. The job 
is permanent and looks much 
neater. 


CHILDREN remember such an- 
nual affairs as theater parties and 
Ked contests, reports Ray Johnson 
of Pasadena. Often, he states, the 
kids will start to worry about 
when the next date of the particu- 
lar event in which they are inter- 
ested long before it is due to take 
place. Parties and contests have 
proved to be a fine way in which 
to keep the interest of the young- 
sters alive, year after year. 

For the past six years Johnson 
has had events of this sort in his 
stores, so that they have come to 
be a fixture in the minds of the 
children. He believes his stores 
receive more publicity from affairs 
of this kind than from any other 
medium. Children are much more 
appreciative than their elders, so 
when a store does something which 
pleases a child the remembrance 
will be retained for a long, long 


while. 
* * % 


EVERY merchant has a wealth of 
tissue paper taken from empty 
boxes. Usually this paper is thrown 
away. A very good use for this 
paper, however, has been found 
by Herman Rosenberg, of the de- 
partment at Caheen’s, Birmingham. 
“Instead of throwing it away we 
put every piece we get on a stack 
at the wrapping counter. In wrap- 
ping a pair of shoes for the cus- 
tomer, we take a sheet of this paper 
and wrap the shoes next to it. Next 
to this wrapping we use black outer 
wrapping paper,” Rosenberg said. 
“Tt costs us nothing extra and it 
protects the toes and heels of the 
shoes from being scratched by the 
rough outer wrapping paper.” 
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@ Men marvel at the comfort 
of the Porto-Pedic Shoe. It is 
made with a pure, live, hy- 
gienic cellular cushion be- 
tween the insole and outsole— 
and double cushioning at the 
heel. Permanently resilient; 
cannot deteriorate. 


An additional feature is the 
Arch Stay which hugs the 
longitudinal arch gently and 
firmly. 


Highest quality leathers and 
best possible retail value are 
represented in this shoe at $5.00. 


Patented 
U.S.Pat. Office 


PORTOLedéc 


* AIR CUSHIONED SHOE * 


by PORTAGE 


© Fine, stylish, custom- appearing men’s dress shoes with out- 
standing comfort features and exclusive talking points —to retail at 
$5.00. The kind of shoes that make men exclaim: ‘‘dJust what I 


have been looking for.’’ 


That's the Porto-Pedic Air Cushioned Shoe! It is establishing remark- 
able sales records in hundreds of stores. The repeat business, too, 
has surprised the trade. 


No matter what else you may handle in $5.00 shoes, the Porto-Pedic 
line can step in and produce amazing results right from the start. 
In Stock catalog on request. 


PORTAGE SHOE MFG. CO., Milwaukee, Wis. 


TO RETAIL 
AT 


7 
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SOHN RK. 


DEAN 
OF 


BROOKLYN SHOEMAKERS 
AND 


LAST 
OFA 


GLORIOUS GENERATION 


eB OHN R. GARSIDE, Chairman of the Board of A. Gar- 
side and Son, Long Island City, died of a heart attack on 
Saturday, April 18, at his residence at 56 Fort Washing- 
ton Avenue, New York, after an Hlness of four months. 
He was 73 years of age. 

He was a shoemaker in the true sense of the word and, 
perhaps, the last of the line of that glorious generation 
of pioneer shoe manufacturers who made Brooklyn the 
shoe fashion center of the world during the last fifty years. 
Never compromising with quality, he held to the tradi- 
tions passed to him by his father and founder of the busi- 
ness, Abraham Garside. He transmits to two of his sons 
and a nephew, the same allegiances to quality and good 
shoemaking. 

Born in England, John R. Garside was brought to this 
country when a year old. He attended the New York 
schools and as a young man entered the shoe manufac- 
turing business. He had an affection for lasts and whittled 
his own wood in the days when shoemaking was mostly 
a custom craft. He continued until about four years ago 
at his own bench in his own office. 

In recent years he gave all responsibilities to his sons 
and nephew, so that they might be proficient in carry- 
ing on the line, for he was exceedingly proud of the 
institution which his father had founded. 

So for fifty years he played a leading part in fine 
shoemaking in America. He was director of the Na- 
tional Boot and Shoe Manufacturers Association for 
years, and its vice-president; founder and former presi- 
dent of the Shoe Manufacturers Board of Trade of 
Brooklyn. 

He is survived by two daughters, Margaret and Hor- 
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GARSIDE PASSES ON 


JOHN R. GARSIDE 


tense; and three sons, Herbert, Rushforth, Jr., and Ruel; 
and a nephew, Frank R. Garside. 

Funeral services were conducted at the Universal 
Chapel on Lexington Avenue in New York City on 
Monday night, Dr. Murray Gardner of the Presbyterian 
Church of Brewster, New York, officiating. 

The chapel was filled to overflowing with leading 
shoe and leather men, many of whom came from great 
distances to attend. The Shoe Manufacturers Board of 
Trade of Greater New York, paid the following 
tribute: 

“With deepest sorrow, members of the Shoe Manu- 
facturers Board of Trade record the death of their be- 
loved ex-president. To all of us, his passing brings a 
sense of loss too great to be expressed. To his family 
we offer our sympathy in this sad hour.” 

Interment was at Brewster, New York. 
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FROM NOW ON— 


It's White Shoe Comfort and Smartness 


The Galene by le 


Levor's White Wash- 
able Kid 
White Patent Lacing 


$4.35 


REG.U.S. PAT. OFF, 


N-STOCK, 35 styles in White, each built to conform The Rosalyn 
to the Treadeasy standard of comfort and smartness. Levor's White Wash- 
The Alicia Scientifically constructed for light, airy summer cool- able Kid 
Levor's White Wash- ness and charmingly designed to meet the require- $4.50 
able Kid ments of women to whom correct style and the new- The Belle 
$4.50 est fashion are essential, the Treadeasy line offers White Flexi Calf 
The Blanche merchants an exceptional opportunity to make the $4.05 
White Washable Kid approaching season most profitable and satisfactory White Bucko 
$4.05 in every way. $4.35 


Write Today for the Treadeasy In-Stock Catalog 


D-\V-MINOR € SON, INC: BATAVIA: NEW YORK? 


NEW YORK CITY SALES OFFICE P ‘ ‘ 944 MARBRIDGE BUILDING 
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FEATHERETTE 

Colored Crepe Sole—insole to Match 
Made in Buck-ide upper with perforated vamp 
and quarter, sport wedge heel and colored 
sole. 

White upper—red outsole 9210-9 

White upper—blue outsole 9210-3 

White upper—white outsole 9210 


No. 7 
of a series of Sum- 
mer Footwear ad- 
vertisements. 
There's always 
profit news in Cam- 
bridge advertise- 
ments. Watch for 


Ca 


Women Appreciate the 
SMART SUMMER SAND 


In these four sandals from the broad Cambridge 

summer shoe line note—the style important colored 

crepe soles—the exclusive Cambridge created com- 

plement of colored innersoles to match outsoles. 

These Cambridge originations reflect the smartest 

effects from “fashion first”? shoes retailing at many 
times their price. 


ATTACHMENTS. 


Cambridge provides a riot of color 
with the seven inexpensive attach- 
ments illustrated here. Available 
in convenient assortments— 
these attachments can be used 
effectively on Cam- 
bridge summer 
shoes—to make sev- 
eral styles from one 
shoe. Colors—white 
—dark blue—light 
blue—bright red— 
brown — green — 

and canary. 


NUDETTE 
Colored Crepe Sole—insole to Match 


Ingenious and intriguing ed practical and service- 


me activities. 

outsole 9410-9 
outsole 9410-3 
outsole 9410 


able for most all summerti 
White upper—red 
White upper—blue 
White upper—white 





Low Price on These 
§—TO RETAIL $1.00 TO $1.19 


Cambridge original styling—new Air-O-Flow construction—better 
shoemaking—greater coolness—improved comfort—exclusive pat- 
terns—color variety—make Cambridge summer footwear the fastest 
moving, most profitable line for the dealer. 

Because Cambridge now manufactures and distributes a complete 
line of rubber footwear—because Cambridge always leads in style 
and construction—because the new Air-O-Flow Insulator Midsole is 
a fundamental improvement that will shape the construction poli- 
cies of all rubber footwear for years 

to come—and, because Cambridge 

has not yet completed an exclusive 

dealer representation policy — this 

is the year to establish yourself as 

a Cambridge dealer. Do it now! 


mo € 


VOGUETTE 

Colored Crepe Sole—Insole to Match 
White Buck-ide with cut-out vamp and open 
— quarter; high heel and colored crepe 
sole. 

White upper—red outsole 9620-9 

White upper—blue outsole 9620-3 

White upper—white outsole 9620 


RP ARR ikke PE MA 

Sty Ce Ove, Erraetnetucnse 2 ad 

SANDALETTE ape ~ stributors of 8 

. Sr. complete line o 

Colored Crepe Sole—Iinsole to Match — He A, fight weight ond 

luck-ide upper; Cross Ball Strap Pattern; wide T- s Ys heavy duly rabBes 

tap, sport wedge heel and colored crepe sole. 7 footwear — light 

White upper—re outsole 9810-9  ) welght rubbers ond 

White upper—blue outsole 9810-3 mm gailers — work cube 

ite upper—white outsole 9810 n. ' Ow bers, pacs and boots. 
‘” 


NEW YOR 


125 DUANE 
STREET 


RUBBER COMPANY 
LEATHER SHOE DIVISION LONIIO]y| CHICAGO ST. PAUL 


fow-Was isd. a0 Ol GF ae MASS. AVENUE STREET PRINCE STS 











Fay Wray appearing in the Co- 
lumbia production ‘'Roaming 
Lady," shows smart footwear for 
evening. 


New 
shoes for Sunday nights 


New shoes 
a distinet type of footwear 


FOR several years Sunday night parties have been 
considered to be getting dressier and dressier. Dis- 
tinct costumes for Sunday night affairs have been fea- 
tured for a long while. These costumes include “dinner 
suits,” and dresses not so elaborate as full evening 
dress. Only recently have shoes entered into the scheme 
of things to any great extent, but now they are very 
much in the picture. 

In Hollywood, Sunday night gatherings are really 
the most important social times in the whole week. In 
fact it seems the week is not long enough for just six 
working days, so a seventh was set aside so that the 
women could wear hats with their formal dress. 

And there is another good reason for the interest 
shown in these Sunday night parties, too. Bed time 
hours. Men and women who are in pictures are up 
and about at six in the morning. An occasional nine 
o’clock listing on the call sheet for studio work per- 
mits one the luxury of staying abed until seven. 

So, it is early to bed and early to rise—and the 
rest of the jingle, too, when working in the movies. 

Private homes in and around Hollywood on a Sun- 
day night look all the world like very popular coun- 


SUNDAY NIGHTS 
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HOLLYWOOD 


Are the Cue for a New 


Type of Formal Shoe 


try clubs, due to the line up of parked cars. Sunday 
night parties are going on inside. Parties which have 
been preceded by a day of relaxation, so there is a 
real urge to dress up and go see someone. 

And that, in the shoe business, is the reason for a 
very definite classification of Sunday night costuming. 
It is a new spot and angle from which to sell more 
shoes. 

To all purposes the shoes are evening shoes with- 
out the glitter and metallics of this particular shoe 
group and are usually in less formal materials. Here 
is a genuine opportunity to promote another type shoe 
which will run into several pairs per year to many 
customers, 

Keep in mind, the shoes are always worn with a 
costume adaptable for this particular kind of affairs, 
and that the wearer will always be seen with a hat. 
Lots of fancy things are being worn, now that the 
warm weather arrived. More will be seen for Summer 
wear, a white pique skirt with a navy taffeta bodice 
or jacket for example. Then again the reverse of this 
combination will be popular. Photograph No. 5 
shows Miss Wray wearing a black satin skirt with a 
white, starched chiffon bodice. Black satin and crepe 
pumps complete this outfit, in a pattern of wide popu- 
larity, see photograh No. 1. 

Miss Fay Wray, featured Columbia star who will 
soon be seen in “Roaming Lady,” graciously posed 
especially for Boot AND SHOE RECORDER in three types 

[TURN TO PAGE 38, PLEASE] 
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THE height of the heel and the form of the toe are 
topics on which footwear opinion in Paris flies off at 
tangents. Experts differ, so individuals decide, and 
the results are as variable as the weather. 


One sees, therefore, the best-shod women of Paris _ 


sponsoring contradictory foot dress. This is especially 
noticeable in evening shoes. At St. Moritz, where the 
fashionables foregathered at the Palace and the Kulm 
for the Winter sports, the same situation prevailed. 

The clientele of Greco wore evening sandals with 
moderately pointed toe and extremely high heel, those 
of Ascott and some others, low-heeled evening sandals 
with square toe or no toe at all. Bentivegna’s fol- 
lowers eliminated low heels except for sports, and 
rarely were seen in square-toe ‘shoes for any occasion. 
Enzel’s, too, counted the square toe out, but inclined 
to revel in low-heel, open-toe types for evening. 

Day models for town wear show less divergence. 
The afternoon shoes in Paris have a heel only slightly 
lower than the extreme for evening, which is two and 
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The March of STYLE in PARIS 
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Wide variety in lasts and heels: 
continued emphasis on pumps; new 
ideas in lacings and trimmings 
| 
a half inches. The shoe for tailored wear has a heel 
appreciably lower. Medium-pointed toes go for af- 
ternoon, medium-round for tailored styles. 

Sports shoes designed in Paris are either low-heeled 
and round-toed in the classic manner to which we 
have become accustomed, or they step out of line to 
have their toes squared as well as their heels. 

The boot style for sports wear is still the last word. 
Jodelle created a sensation with hers. Since she is a 
dressmaker and not a bootmaker, it is supposed that 
she engaged a small bottier, name unknown, to make 
up these models according to her own ideas. The 


boot is laced up the back and has cuff top and square toe. 
Enzel is showing a new sports model in white buck- 
[TURN TO PAGE 56, PLEASE} 
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COLONIAL PASTE 
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PATENTS 
lead the field 


Each of These Eleven Colors Is Selling in 












Large Volume ... All Eleven are in stock and 


Ready for Immediate Delivery. 


Sno-White 101 Cardinal Red 
263 China Blue 264 Quince Yellow 
255 Arbutus Pink 267 Cruiser Gray 
309 Jade Green 318 Baby Blue 


278 Kelly Green 301 Shell Pink 
254 Forget-Me-Not Blue 


COLONIAL TANNING COMPANY, BOSTON, MASS. 


Colonial Pastels Are Authentic 
Accept Only the Genuine! 




















FOR THE BEST PATENT LEATHER SHOES 
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Walls Rise on Fifth Avenue 


[CONTINUED FROM PAGE 15] 





Style begins with the wood. Here is an example of the walled last adapted to the 

square toe. The walling along the edge of the toe is easily distinguishable. The 

low riding jodphur boot for country and heavy weather street wear will find ex- 

pression over a last of this character. English and advance American styles of 

these boots show a decided leaning to square toes. This model from Vulcan 
Last Corporation. 


must lengthen as much as a major 
fraction of an inch at every step. It 
must bend at the ball at every step. 
Its prominent joints and bones must 
not be irritated by seams. Its natural 
lines must be approximately followed. 

The “Wotan” now being featured 
extensively by a leading Fifth Avenue 
retailer represent the culmination and 
logical conclusion of this last’s prog- 
ress. It is a delight to the eye, which 
constantly looks for the tailored in 
apparel and accessories. It confines 
itself to the blucher pattern, and fea- 
tures the two eyelet monk and jodphur 
line with the walled last to make as 
CLEAN a looking shoe as we have 





seen, a natural and classic develop- 
ment in custom shoemaking. 

The smartness of these shoes begins 
with the wood. It finds its best ex- 
pression in brown Russia calf, or for 
country wear in reversed calf with 
alligator applied for lace stays. The 
shoe is best described by quoting from 
the advertisement soon to be run on 
this shoe by a Fifth Avenue retailer. 
They say it is “the most radical inno- 
vation in shoe lasts in a decade—a 
smooth seamless toe with straight box- 
ing that extends to the ‘break’ at the 
base of the toes. Its style alone is 
interesting, but older men will remem- 
ber, too, the comfort of the high boxed 
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toes of twenty years ago—a comfort 
that is enhanced in this more sightly, 
urbane shoe.” Customers trying on 
this shoe are immediately impressed 
with the comfort, and the exhilarating 
feeling of being able to wriggle one’s 
toes in a new shoe. It is recommended 
as being a particularly good fitter with 
no undue care necessary in fitting. 

O’Connor and Goldberg, in Chicago, 
feature the shoes illustrated on the 
left hand page. They are higher 
walled, broader through the toe and 
are more definitely creased. Harry 
Silver, buyer for O’Connor and Gold- 
berg, says that it will be the biggest 
factor ever, to aid in the high styling 
of men’s shoes. Silver adopted the 
“Plateau” from a woman’s_ shoe 
brought back from Europe by the late 
Julius Goldberg. They are featuring 
it in rich black -and brown calf for 
street wear, reversed calf with leather 
or crepe rubber sole for country wear 
and in white buck with tan calf trim- 
ming to make a smart Norwegian type 
combination. 

There is nothing bizarre about 
walled last shoes. They are for the 
most part simple custom types, and 
while they may look strange in the 
hand, they are beautiful and trim fit- 
ting on the foot. Carefully treed and 
displayed in a good window, they are 
stopping the smartest dressed men on 
Fifth Avenue today. The expression 
of satisfied customers, when trying 
them on, is usually enough to counter- 
act any real or fancied resistance at 
their unusual lines. At this stage of 
their development no one can say how 
far they will go. Remembr there is 
one value, however, in shoes of this 
character. They serve to dramatize 
change, a vital part of all fashion, 
without which style and promotion 
lag. 





Trade 
Literature 
Ninety-Two Styles in Stock 


BROCKTON, Mass.—Ninety-two styles 
are pictured in the Spring and Sum- 
mer in-stock catalogue of the Thomp- 
son Bros. Shoe Company. The 36-page 
book illustrates, not only the regular 
Thompson line, with many sport types, 
but also the well-known Dr. George 
R. Davis Anti-Friction shoe. Included 
in the catalogue are three pages de- 
voted to the company’s cooperative ad- 
vertising plan by which the dealer is 
enabled to secure, at nominal cost, 
material for display and other adver- 
tising purposes. 

A second, and very attractive book- 
let, is devoted to the new Thompson 
shoe, known as the Osteo-Nailess. This 
entirely new shoe, built 100 per cent 
by the Goodyear welt process and from 
which all lasting tacks or nails have 
been removed, has a flexible arch con- 
struction so arranged that, as the 
weight of the body is brought to bear 


on the sole of the shoe, the tendency 
is to force the center arch of the shoe 
up, “acting as a constant flexible arch 
support.” Cushioned comfort is 
achieved by padded filler between outer 
and innersole. An extraordinary degree 
of flexibility is claimed for the shoe, 
not only in the flexing to which it 
would naturally be subjected in walk- 





ing, but in all other directions as 
well. 
Robert |. Emmet Ill 


AUBURN, N. Y.—Robert I. Emmet, 
who represents Marshall, Meadows & 
Stewart, Inc., of Auburn, N. Y., in 
New York City and along the Atlantic 
seaboard, has been seriously ill in the 
hospital at Hamilton, Bermuda. Mr. 
and Mrs. Emmet left New York April 
1, intending to spend ten days’ vaca- 
tion in Bermuda. A few hours after 
his arrival, Mr. Emmet was taken sud- 
denly ill and was rushed to the hospital. 
After the first two or three days his 
condition began to yield to treatment, 
and he is now reported to be progress- 
ing favorably. 





Northwestern Travelers 
Meet May 2 


MINNEAPOLIS, MINN.—The initial 
Spring luncheon of the Northwestern 
Shoe Travelers Association was held at 
Hotel Radisson, Minneapolis, at noon 
on Saturday, April 11, with about a 
score responding to the call issued by 
President Jeff Larson and Secretary 
Henry Thorson. 

Reports showed a 50 per cent gain 


_ in membership since the first of the 


year, with indications of another gen- 
erous addition to the roster, prior to 
the next luncheon which is scheduled 
for the Hotel Radisson on Saturday, 
May 2. 

May 2 was chosen as the date of the 
next meeting. Many will stay on to 
Monday, May 4, at which time it is ex- 
pected Congressman Wright Patman 
will pay a return visit to Minneapolis 
to speak at a noonday luncheon at the 
Hotel Radisson on recent developments 
in the fight for enactment of the Pat- 
man-Robinson anti-price discrimina- 
tion bill. 
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Two smart models in bal and 
blucher patterns manufactured by 
Weyenberg on the new Plateau 
last developed by stylists of 
O'Connor and Goldberg, Chicago. 
This feature is winning wide pop- 
ularity in O-G stores where it is 
being shown in black and tan calf — 
and brown buck with crepe sole. 


This IS a feature. Plenty of space for the toes providing 
real foot freedom. The smart lines and modern stream- 
lined styling of this shoe, combined with its softness and 
flexibility, will capture the immediate preference of both SHOE MFG CQ 


the conservative and those who want innovations. The iiehie . _  Wieconsia 
side wall is built-up to the “plateau” plane, extending 

along the tip and vamp. Young men admire its style 

and newness, older men realize its comfort. All will 

appreciate Weyenberg’s craftsmanship. Make sure 

that your stock includes this style—and enjoy the ad- 

vantages of Weyenberg’s prestige for values and 

advanced ideas in shoemaking. 


When writing advertisers please mention Boot and Shoe Recorder 
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Good Shoes Deserve Good Stores 


{CONTINUED FROM PAGE 16] 


The interior of the store has been 
finished in ivory, with indirect light- 
ing along the wall. All stock is con- 
cealed in the shoe department. At 
either side of the store, a counter dis- 
play case and a wall display case are 
devoted, one side to hosiery, the other 
to handbags. The hosiery display con- 
tains a few specialty slippers for ef- 
fective contrasting display. These 
cases are done in French blue and 
lemon shades respectively. The back 
of the front door, as well as the tall 
central panel, which is glass on the 
outside, is finished in the same blue 
shade which dominates the store. 

On the right of the stairway is the 
men’s department, with a display case 
sunk in the wall at the side. This 
has been formed by building an extra 
room, which doubles the size formerly 
devoted to men’s shoes. Ruby’s is now 
making a definite bid for the exclusive 
masculine trade. 

Back of the stairway is the stock- 
room, with all steel shelving. This 
is used because it is easier to keep 
clean, according to O. G. Remien, store 
manager. The stock can be handled 
more smoothly, and there is less ac- 
cumulation of dust. 

The children’s department is in the 
balcony over the stockroom, with a 
stairway in the prevailing color 
scheme, and the ceiling in the blue, 
giving a cheerful skylike effect. The 
main ceiling of the store is in the 
prevailing lemon shade. 

New York’s latest innovation is a 
men’s shoe shop that goes “round and 
round.” Prominently located in the 
Garment Center District at the corner 
of 7th Avenue and 38th Street, is the 
newest member of the chain of London 
Character Shoe Shops. This addition 
swells the total to 14 shops in Greater 
New York and Newark. It does credit 
to the two enterprising Weingarten 
brothers who have developed the busi- 

ess to its present position. 


A Distinctive Men's Store 


As one approaches the new London 
Character Shop he observes the un- 
usual curved window treatment which 
sets the keynote. Stepping within he 
is immediately struck by the unique 
charm of a completely circular sales 
room in which, oddly enough, the con- 
ventional tiers of shoe boxes are con- 
spicuous by their absence. The cir- 
cular wall is completely and enter- 
tainingly covered with photo murals of 
London scenes, some of them withiff a 
stone’s throw: of the company’s Eng- 
lish factory which produces many of 
their fine bench-made shoes. 

The absence of shoe boxes is by no 
means an indication of limited stocks. 
On the contrary, artfully concealed 
is a stockroom which is probably the 
largest single warehouse to be found 
in any men’s retail shoe establish- 
ment. In keeping with the modern 
note, the Spring line of London Char- 


acter Shoes comprises every important 
style in men’s footwear, including the 
extremely current reverse calfskin in 
an almost unimaginable variety of 
shades. 

M. Weingarten, president of the 
company and a faithful disciple of his 
father who founded the business in 
1899, reports that he has received a 
flood of congratulatory welcoming mes- 
sages from important leaders in the 
garment industry. The design of this 
unique store is credited to Zimmerman 
and Bitter, contractors. 

The John Wanamaker store in New 
York City has recently finished a 
complete remodeling of the first floor 
in the South Building and has installed 
an attractive and modern men’s store 
in this space. 

The shoe department has been given 
a large and prominent location and is 
one of the outstanding features in a 
store where display and customer- 
convenience is outstanding in every 
part of the selling floor. 

The shoe stock is completely con- 
cealed in a stock room arrangement, 
which places every box within a con- 
venient distance from any fitting chair 
in the department. The wall space, 
facing the customers’ area, is paneled 
in oak with a light natural finish. An 
illuminated band about two feet high 
extends around the entire department 
just above the cornice line, where 
cut-out block letters are silhouetted 
against the brightly lighted back- 
ground. 

The shoe fitting chairs are arranged 
in batteries of four, back to back, at 
right angles to the wall display, cre- 
ating seven individual selling areas 
with direct access from the main 
aisle. Vertical displays are built into 
the wall paneling and are centered on 
the selling spaces. The displays have 
open fronts and vertical indirect light- 





New Shoe Cleaning Aid 








A combination white shoe stick and brush 
which can be carried in a handbag and takes 
up little more room than a lipstick, has been 
developed and placed on the market by Arthur 
W. Hahn Products, 195-201 Lafayette Street, 
New York. This is known as the Shu White 
Compact. It is a novelty item, attractive in 
appearance yet practical and useful. It can 
be opened for use in a moment and as quickly 
closed again. 





ing on each side. Mirrors, placed on 
the proper angle for fitting, are built 
in below each display. 

Symmetry is carried out to such an 
extent as to have the entrances to 
the shoe stock located in line with the 
dead space created at the back end of 
each battery of chairs. 

Although the main part of the store 
floor is travertine marble, the selling 
area of the shoe department has been 
set off and made more comfortable by 
the use of carpet. The entire selling 
area for this department, exclusive of 
the stock space, is approximately 80 
feet long and twelve feet in depth. 

The chairs are of the same finish 
as the balance of the woodwork, have 
leather covered backs and seats, and 
are of a dignified moderne design. 

In fact, the entire department re- 
flects efficiency and convenience with 
maximum display, and, above ll, 
quiet comfort. 


Sunday Nights in Hollywood 


[CONTINUED FROM PAGE 32] 


of new Sunday night costumes. 
Photograph is a black crepe costume. 
A white pique ruching outlines the 
jacket and hemline. With this, Miss 
Wray wears a picture hat of black 
baku with white grosgrain banding. 

In the photographs are seen a pair 
of plain black crepe opera pumps, also 
pique. 

White crepe straps, which are often 
dyed in lively tones to match the acces- 
sories and give tone to the white crepe 
colorful embroideried Summery Sun- 
day night costume. 

Shoes shown are by courtesy of Hug- 
gins, Wilshire Shop, Los Angeles. 





Women's Novelty Shop Opened 


DETROIT, MicH.— A new women’s 
novelty shoe store has been opened 
under the name of Crosby Shoe Co. at 
9716 Jos. Campau, Hamtramck, a 
northeastern suburb of Detroit. 

Merril J. Lary, manager, anticipates 
considerable increase in the retail buy- 
ing in this district. “We’re opening 
at the peak of the season with a new 
store and a complete and up-to-date 
stock. This year should be good,” he 
says. 

Hosiery and handbags are strongly 
featured in this store and are promi- 
nently displayed in the windows and 
interior. In every package wrapped 
is included a filler describing this 
firm’s hosiery club, which Mr. Lary 
considers most effective in maintaining 
hosiery volume. 

Completely decorated in light colors, 
this store presents a gay appearance— 
ideal for a novelty store. Walls, ceil- 
ings, chairs and cases are painted va- 
rious shades of yellow and light green. 

Mr. Lary also managed the Blue 
Ribbon Shoe Store, which previously 
occupied the same location, although 
for different owners. 
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PAT. PENDING 


An entirely new comfort and service feature 
in the construction of shoes for heavy duty 
wear. One-piece quarters molded to shape. 


No back seams to rip and rub the feet. , 





NO RIPPING 
AT THE BACK 


NO BINDINGOR 
RUBBING IN THE 
TENDONS j}) 





This fall we introduce the Free Mold, in two fine Good- 
year Welts that will enable Star Brand dealers to com- 
mand a still larger share of the profitable work shoe business 
...One a natural retan with Weatherwear sole and leather 


heel, the other of Golden shoe sides with storm welting, 
Light Tread sole and heel. 


The working man deserves the comfort he seeks in his 
footwear, and these styles with the Free Mold feature will 


bring business your way. 


See THEM ON OUR SALESMAN’S NEXT VISIT 


Available in widths from D to EE —Sizes to 14, over the roomy TROJAN last 


_ ROBERTS, JOHNSONSRAND 





Branch of International Shoe Co. 


ST. LOUIS, Mo. 
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PULLS WITH A GIANT’S STRENGTH 
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Ti: full power-pull upon you in these pages is from twin gen- 
erators: the features we glean for you editorially, and the adver- 
tisements we bring to you informatively. Boot and Shoe Recorder 
—by recognizing the inter-dependence of publisher, subscriber, 
and advertiser—assures the reader reliable representation of fact 
by its advertisers, hence its giant pull as a promotional medium. 


USE ITS POWERFULLY 
PULLING PAGES 
It pulls from 12,000 directions. It pulls from shoe stores and shoe 


® departments spending 621 millions yearly. Use this giant strength 
to pull your program to pinnacle profit — Set a new’sales pace 


with sales space in 


BOOT AND SHOE RECORDER 
The Great National Shoe Weekly 


A Chilton Publication 





When writing advertisers please mention Boot and Shoe Recorder 
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THE NEW “WALLED” LAST 
“AND BOX TOES 


The box toe must be relied upon in the 
finished shoe to reproduce and preserve 
the clean-cut and well-defined lines of the 


Walled Last. 
THE QUALITY BOX TOE 


Celastic Box Toes are pre-eminently satis- 


factory in accomplishing this result. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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ONLY RIGID QUALITY \ 
STANDARDS WILL 
PROTECT GROWING 


FEET ad e * 


Careful shoemaking, reliable materials and lasts of 
proven fitting qualities are brought together in 
Weather-Bird Shoes for the protection of growing 


feet. 

The sale of children’s shoes “over the 
counter”, shoes that are not fitted, is in- 
creasing. Unfitted shoes endanger grow- 
ing feet. Send for this 8" x 14” window 
card. Use it. It is free. 


Sent 
upon 
request. 


Every foot 


must be fitted but 
above all the child’s 
foot. We carry in stock 
over 100 Weather-Bird 
styles for boys and 
girls. See our catalog. 
Order now from this 
super - fitting line for 
growing feet. 


for "KEY TO SUCCESSFUL RETAILING 


1. MORE WEAR. 2. SAFE STYLING. 
4. IN STOCK. 5. QUICK DELIVERY. 


3. BROAD SELECTION. 


PETERS SHOE CO., ST. LOUIS 


Branch of International Shoe Co. 
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Please the Children and 
You Win the Parents 


PLEASE the children, and get them into the habit of 
coming to your store regularly, if you want to sell them 
shoes. 

This is the sales theory that Joseph Beck and John 
V. Purcell, of the Beck-Purcell Shoe Company, 1847 
Monroe Street, Madison, Wis., work on, and it has 
proved very successful. Almost half of the volume of 
business is in children’s shoes at the present time. 

Both Beck and Purcell have made a specialty of cor- 
rective shoe fitting for fifteen to twenty years, and are 
putting this experience into practice by starting young- 
sters off early in life with correct footwear. Personal 
attention is given by Mr. Beck or Mr. Purcell to every 
customer, and this, Mr. Purcell says, has been respon- 
sible for much of the repeat business. Their trade, 
especially in men’s and ladies’ shoes, he advises, is not 
confined to the district in which the store is located, 
but is drawn from all parts of the city, many new cus- 
tomers being referred to the store by physicians who 
find that patients’ illness is frequently due to faulty 
footwear. 

In a recent remodeling of the store, comfortable 
wicker chairs have replaced the old-fashioned stiff 
back variety. Most of the chairs are so placed that cus- 
tomers, while being fitted, cannot help being attracted 
by displays of hosiery and neckwear on shelves and 
counters of modernistic design, recently installed. 

As customers take an easy chair along one wall of 
the store, the displays of hosiery and neckwear are in 
full view. This new department of the business became 
popular from the start, Mr. Purcell declares, and many 
customers, having completed their shoe purchase, have 
made selections of hosiery before leaving the store. 
Both members of the firm are very enthusiastic regard- 
ing the returns from the new department, and the pull- 
ing power of the display fixtures. 

In window displays, Messrs. Beck and Purcell believe 
in making frequent changes, so that persons living in 
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the neighborhood, who pass the store regularly, will 
want to look at the displays frequently, to see what is 
new in shoes, hosiery and neckwear. The stands and 
backgrounds in the windows are unusually designed by 
members of the firm. 


Club for Brouwer Employes 


MitwavKEE, Wis.—Employees of the three stores of the 
S. J. Brouwer Shoe Co. have organized into a voluntary 
group known as the Research Club and meet every other 
Thursday night for the purpose of discussing problems 
which will assist them in becoming more valuable to their 
firm. 

Meetings are held from 8 to 9 p. m., in the downtown 
Milwaukee store with an average attendance of 40. Pro- 
grams are varied and have included speakers on styles and 
shoe construction, from outside firms. So interesting have 
these programs proven, that although they are limited to 
one hour, it is very often 10 p. m., before many of the em- 
ployees leave the store. 

In addition to listening to stimulating talks, members of 
the club are divided into scout groups, each group being 
responsible for bringing to the meetings scrap book ma- 
terial of a research nature. An idea as to the type of 
material collected by these groups from newspapers, trade 
papers and periodicals, can be gleaned from their names, 
some being identified as idea scouts, others as x-ray, .vo- 
cabulary, advertising, salesmanship, etc. 

Material collected by the groups is not generally brought 
before the meeting for discussion, but is filed in a 16 by 
12 inch scrap book, which employees are permitted to take 
home for study, if they so desire. 

Programs are varied so as to maintain interest, a recent 
meeting resolving itself into a spelldown from the shoe 
and leather lexicon. Future plans are to invite employees 
of a local shoe plant to one of the gatherings, and a week- 
end outing is also being considered. 

President of the club is John Grigg, author of “The 
Parade of the Limping Feet,” which appeared recently in 
Boot & SHOE RecorvER; Walter McGuire, vice-president; 
Mary B. Finley, corresponding secretary, and Frank Tup- 
per, recording secretary. 


Painting of Julius Goldberg 


New York—At the New York offices of O’Connor and 
Goldberg on April 20, a group of intimate friends met for 
the unveiling of a portrait painting of the late Julius A. 
Goldberg. 

The life-size, three-quarters length oil painting was done 
by J. Campbell Phillips of New York, who recently painted 
portraits of the mother of President Roosevelt, Nicholas 
Murray Butler and Lily Pons. The painting was highly 
approved by the group and bears the plate: 

“Presented in Loving Memory by His Intimate Friends” 

The following were present and are responsible for the 
tribute: E. H. Strassburger; David Levine; Seymour Troy; 
Paul McBride; William H. Bresnahan; Barnard Solar; 
Lo Presti; Messrs. Pincus & Tobias; M. M. Stollmack; 
Max Housman; Dan Palter; Ben Stone. 

The painting will be on display at 512 Fifth Avenue for 
the balance of the week and will then be sent on to the 
executive offices of O. & G. in Chicago where a permanent 
place has been set aside. 





Getting them through is Railway Express’s 
own specialty. On urgent business, such as 
samples and special orders, we can in many 
instances give overnight service. Railway 
Express picks up all shipments by fast motor 
truck, forwards them on swift passenger trains, 
delivers promptly on arrival. With 23,000 
offices at your disposal across the continent, 
we reach anybody practically anywhere, at 
any time. All transactions are checked from be- 
ginning to end by a receipt at pick-up and an- 
other on delivery, and automatically include 
liability up to $50. It’s a through, personal 
service, no delays, no side-tracking, and no 
extra charge for this extra-careful handling. 

For service or information telephone the 


nearest Railway Express office. 


RAILWAY EXPRESS 


AGENCY INC. 


NATION-WIDE RAIL-AIR SERVICE 
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Windows That Tell and Sell 


[CONTINUED FROM PAGE 21] 


showing of one line of men’s white 
shoes at the uniform price of $6.50. 
While the shoe department in this fine 
men’s clothing store carries a complete 
stock of white shoes up to $13.50, Buyer 
M. Kalsman felt that one splashing 
display of whites at a single popular 
price would stop the crowd. And it 
did. Credit for planning the display is 
given to Display Manager Earl H. 
Wells, who has charge of the windows 
of the several Silverwood stores in and 
about Los Angeles. 

The color scheme, which cannot be 
shown in the photograph, was really 
the making of this window. The floor 
covering was of purple plush. The 
backs were shaded from deep lavender 
to a light orchid. Gold finished candle- 
sticks and white calla lilies, against 
an appropriate background gave the 
Easter touch. The photograph shows 
but one section of the large window; 
another portion contained two men’s 
figures which were used for a two-fold 
purpose, to enhance the style appeal 
of the shoes by showing the sort of 
clothing with which they could be worn 
to best advantage and to dramatize 
the entire picture, thereby commanding 
the attention of passers-by. This win- 
dow was planned three months before 
it was installed, as it is the practice of 





Mr. Wells to work out his displays 
well in advance. 

The women’s shoe window from 
Geuting’s, Philadelphia, planned for 
the promotion of National Foot Health 
and reproduced in the largest of the 
four illustrations, had its inspiration 
in a group of specially posed photo- 
graphs showing the feet of young 
Martha Graham dancers which ap- 
peared in the Feb. 29 issue of Boor 
AND SHOE RECORDER. These illustra- 
tions were “blown up” directly from 
the illustrations and used for the back- 
ground of the window with the same 
headline which appeared as the caption 
of the RECORDER’S article, “The Healthy 
Foot is the Beautiful Foot.” It formed 
an artistic and appropriate back- 
ground panel for a window devoted to 
health types of footwear. 

Many a window display man can 
trace his success to the fact that he 
possesses the resourcefulness that en- 
ables him to utilize materials and ideas 
coming to him from various sources 
and to construct from them displays 
that have the appeal of novelty and 
timely interest. It is not possible 
always to be original, nor is it neces- 
sary that each and every display 
should be 100 per cent the product of 
the individual display man’s imagina- 
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tion. While the idea may not be new, 
the use of it may be sufficiently origi- 
nal to make a display that will com- 
mand the attention of the public which, 
after all, is the primary objective. 
Trade publications, magazines, the dis- 
plays of stores selling other lines of 
merchandise than shoes, illustrations 
of sport scenes or groups of well 
dressed people engaged in various 
activities, all suggest window themes 
that a clever display man can develop 
into effective backgrounds and treat- 
ments. 

The Kresge window is of interest as 
an exceptionally good example of a 
boys’ shoe display. Windows of this 
nature are all too rare, merchants 
assuming, apparently, that the boys’ 
shoe business follows a routine pattern 
and is less subject to the influence of 
the more spectacular kinds of promo- 
tion, than men’s or women’s shoes. 
While this may be true, as a general 
proposition, it is equally true that the 
boy of today is more interested in the 
kind of shoes and clothes he wears 
than ever before, with the result that 
boys’ shoe business can be stimulated 
and increased through effective ads 
and windows. If you sell boys’ shoes, 
don’t consider them simply a routine 
or semi-staple proposition but try and 
develop your boys’ shoe business to 
profitable and really worth-while pro- 
portions. It can be done and one of 
the best ways is by planning to have 
a really effective window promotion 
of boys’ shoes at periodic intervals. 








€), there a store 
across the way 
slashes prices 
every day? 
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bite your nails ~ 
nda think up weird, 
fantastic sales? 





f these antics 
make you nervous ~ 
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“Special Service: 
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Comfort buills more 











QF  séles than price/ 
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rimyzoo. 


(The world’s smoothest 
shoe salesman) 


‘gives instant relief to the 75% of your 
customers who suffer from metatarsal 
pains and 

Order a run of sizes now! 
Write today for FREE Booklet “Here’s How” 
List Price $6 Dozen Pairs Retail Price $1 Pair 


WIZARD COMPANY 
St. Louis, nent «We © Walsall, England 
Canadian Distributors : Canadien Species, Ltd., 
49 Sanford Avenue S., Hamilton, Ont. 
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From Southern successes comes 


WHITECAP, Lawrence's white calf. 










Weare proud that J.Edwards & Com- 
Parania by Edwards, 


In-stock, No. 3093 pany, leading juvenile shoe manu- 






a he facturers, have selected WHITECAP 


exclusively for their high-quality line 





of white shoes. 








Women’s shoe manufacturers have 
already had great success with 


WHITECAP . . and it is being spec- 









Carmine by Edwards, ified everywhere for summer lines. 


In-stock No. 5072 











CALFSKIN SHEARLINGS CUTSOLES SHEEPSKIN 
SIDE LEATHER PATENT LEATHER SOLE LEATHER 






GOOD LEATHER FOR LEATHER GOODS 





CHICAGO 
GREENVILLE 





GLOVERSVILLE 
PHILADELPHIA 


ST. LOUIS 
COLUMBUS 


NEW YORK 
MILWAUKEE 


BOSTON 
PEABODY 




















A. C. Lawrence Leather Co., 
Department 17, 
Peabody, Mass. 


J. Edwards & Co., Department 17, 
! 
| 
| 
Please send me swatches of WHITECAP, your sure-cleaning 
1 
| 
| 
| 
1 
| 
| 


314-22 N. 12 and 6th Streets, 
Philadelphia, Penn. 


Please send me your Spring and Summer Catalog showing 






























Edwards shoes in A. C. Lawrence WHITECAP. white calf. 
Name : : os the Name Bepeoae 
Company ___ Company. ti 







Address Address 














When writing advertisers please mention Boot and Shoe Recorder 
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THIS WEEK IN THE SHOE TRADE 


SATURDAY, APRIL 25, 1936 


NATIONAL NEWS 





All Signs Point to Big Boston Fair 





Early Space Reservations Surpass All Recent Records, With More 
Than 200 Applications Already on File 


Boston, Mass.—Although, as this is 
written, it will be seven full weeks 
before the opening of the Boston Shoe 
Fair on June 8, more than 200 appli- 
cations for reservations have already 
been received from shoe manufacturers 
and tanners in various parts of the 
country. In recent years nothing even 
remotely approaching this early record 
for space reservations has been estab- 
lished. The upswing in business is be- 
lieved to be responsible for some of 
this, but by far the larger share of the 
credit must be given to the change in 
the dates of this year’s show, which is 
being held one month earlier than has 
been the case in the past. 

“The Boston Shoe Fair manage- 
ment,” said Manager James H. Stone 
last week, “has been advised by letters 
that large numbers of retail merchants 
approve of the change in dates and 
will make their approval effective by 
coming to Boston. Volume buyers from 
New York, Pittsburgh, Chicago, St. 
Louis and other cities have all indi- 
cated their intention to come to this 
big Boston show. As for the manufac- 
turers, the reservations to date speak 
for themselves. It is obvious that these 
men are continuing to recognize the 
Boston show as the big Summer event 
in the shoe world.” 

Entertainment features of the fair 
are not being neglected. Among these, 
one of the most important will be a 
golf tournament to be held on the 
course of the Wollaston Golf Club 
where last year’s successful tourna- 
ment was held. Arrangements for this 
are in the hands of a committee of 
members of the Boston Boot and Shoe 
Club, which is sponsor for the tourna- 
ment, and the committee is seeing to it 
that there will be the usual assortment 
of worth-while prizes for winners in 
the various divisions. Other entertain- 
ment features are still in the formative 
state, but it is safe to say that those 
who attend the Boston Shoe Fair this 
year will not lack for the good times 
which have always been, and always 
will be, an integral part of Boston hos- 
pitality. 





DATES TO REMEMBER 


Spring Meeting Tanners’ Council, White 
Sulphur Springs, Va May 7, 8, 1936 
Fall Opening, Shoe Fashion Guild of 
America, Waldorf-Astoria Hotel, 
May 18, 19, 20, 1936 
Pre-View of Fashion, Hotel Morrison, Chi- 
GORGE Wie. «6s oes cee set June 1-5, 1936 
Boston Shoe Fair, Boston, Mass. 
: June 8, 9, 10, 1936 


Ohio Shoe Retailers Association Conven- 

tion, Hotel Netherland Plaza, Cincin- 
June 14, 15, 16, 1936 

Wisconsin Shoe Retailers Association Con- 

vention, Park Hotel, Madison, Wis., 
June 14, 15, 1936 

Calfornia Shoe Retailers Association 

Convention, St. Francis Hotel, San Fran- 
June 15, 16, 17, 1936 

Pacific Northwestern Shoe Retailers Asso- 

ciation Convention, Olympic Hotel, 
Seattle, Wash. June 21, 22, 23, 1936 

Illinois Shoe Retailers Association Con- 

vention, Hotel Pere Marquette, Peoria, 
June 21, 22, 23, 1936 





O'Connor, Moffatt 
Open Sorority Shop 


SAN FRANCISCO, CALIF.— The “So- 
rority Shoe Shop,” also known as the 
“Greek Letter Shop,” a small, intimate 
salon for college girls and alumni, has 
been opened by O’Connor, Moffatt & 
Co., San Francisco department store. 
The shop entrance is decorated with 
the Greek letters signifying the vari- 
ous sororities of the San Francisco 
Bay region. 

A stairway leads from the women’s 
shoe section to the new salon, which 
occupies a portion of the mezzanine 
gallery overlooking the main floor of 
the store. The Sorority Shop has about 
20 chairs in red leatherette and chrome. 
The side walls have been painted with 
gay, colorful scenes representing young 
college women in various campus and 
sports activities. The end wall is deco- 
rated with campus photographs of 


Stanford University, University of 
California and Mills College. 

J. W. Rasmussen, department man- 
ager for women’s shoes, is in charge of 
the new shop. Three new salesmen 
were employed for the sorority section. 
During rush hours salesmen can be 
drawn from the main shoe section. 

A few days prior to the shop’s open- 
ing, telegrams were sent to every so- 
rority in the Bay region. In addition, 
membership lists were obtained and a 
letter was sent to each member. Ad- 
vertising space was taken in the three 
leading campus newspapers as well as 
in the metropolitan dailies. 

A generous response met the shop’s 
opening. One price, $5.50, is featured, 
with sports, street and afternoon 
models being carried. 


Karl F. A. Hill New President 
of Dungan, Hood & Co., Inc. 


PHILADELPHIA—At a special meeting 
of the directors of Dungan, Hood & 
Co., Inc., held April 16 at the offices of 
the company, Karl F. A. Hill was 
elected president and treasurer. The 
following were also elected: 

Francis C. Greasley, vice-president; 
Harry Tufts, vice-president; James F. 
Penrose, secretary; Harry H. Heller- 
man, Jr., assistant secretary and as- 
sistant treasurer. 

Mr. Hill was formerly secretary and 
treasurer of the company. As presi- 
dent, he succeeds Charles P. Vaughan, 
whose death occurred recently. 


Three Hartford Stores Opened 


HARTFORD, CONN. — Hartford greets 
the 1936 Easter season with three 
brand-new shoe stores, alPin the “shoe 
district” of the downtown shopping area 
and two of them nearly opposite each 
other on the same street. 

The Lorraine Shoe Co. has opened a 
new store at 55 Pratt Street, while 
across the way, at No. 34, the College 
Bootery, Inc., is starting operations. 
The latter firm is a new Hartford cor- 
poration with authorized capital of 
$50,000 and John T. Kenney and Melvin 
W. Mann listed as president and secre- 
tary-treasurer, respectively. Featuring 
Red Cross shoes, the Hamilton Lapp Co. 
has opened in the Standard Building 
at 248 Trumbull Street. 
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SEAT your patrons 


Comfortably and 
Economically 
with American 


INTERLOCKING 
SHOE STORE CHAIRS 


The economy of “American” Interlocking Chairs makes them 

widely recognized as standard shoe store seating. Compact, 

arranged in sections, more chairs fit into less space. Yet they 

are roomy and comfortable. Coverings are of harmonious 

patterns to fit in with interior decorative schemes. A design- 

ing and drafting department is at your free disposal. Just send 
rough floor plan for unusual layouts. 


American Seating Company 
Ww Makers of Seating for Shoe Stores, Schools, 
aa Churches and Public Auditoriums. 


General Offices: GRAND RAPIDS, MICHIGAN 
Branches in All Principal Cities 


“NEW STYLES IN SHOP 
SEATING” FREE 


Send for this free book of practical seating helps. 
Know the facts. about “American” Interlocking Chairs 


—their economy, comfort, beauty. Address Dept. BS4 
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No. 708 
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THE BAG 
IN DU PONT’S AD 


on the opposite page 





merchants. 


is from the Collection of 


R. & K. LEATHER GOODS COMPANY 


Dollar retailers for profitable shoe store promotion— 
smartly styled, practical, durable Washable Bags made 
of du Pont. “Pyralin.” 
Our bags are “the tops” in the dollar re- 
tail field. We have always taken pride in being known 
as pace and style setters, and we are proud to say we 
use du Pont ‘“‘Pyralin’’ in manufacturing these bags. 
Our entire Rodalaque line is ready for your inspection. 
When you're in New York be sure and see this beau- 
tiful line of Washable Bags, Pouches, Underarms, 
Envelopes, Vanities—in white and pastel shades. Sam- 
ples will gladly be sent on request. 


R. & K. LEATHER GOODS COMPANY 


That’s our message to shoe 


NEW YORK CITY 











38 WEST 39nd STREET 








Shoes for Shirley Temple Contest 


BOSTON, Mass.—Thousands of men, 
women and children have entered a 
Shirley Temple contest, the winners of John M. Stanley 
which are to receive those lines of 


being manufactured under the Shirley 
Temple name. Shoes, which appear as 
part of two of the prizes offered, are 
being furnished by the makers, the 
Green Shoe Manufacturing Company 
of this city. 

The contest, sponsored by the publi- 
cation “Screenland,” consists merely of 
writing a letter of one hundred words 
or less telling whether the entrant 
prefers to see the diminutive screen 
star in musica) movies such as “Curly 
Top” or in-straight draniatic ‘offerings 
such as “The Littlest Rebel.” The con- 
test was designed to promote interest 
not only in Shirley but in the merchan- 
dise bearing her name. 





New Firm for Newburyport 


NeEwBuRYPORT, Mass.—Executives of 
the former shoe manufacturing con- 
cern of Dodge, Bliss & Perry Company, 
Inc., which liquidated last year, have 
organized a new company under the 
name of the Belville Shoe Manufac- 
turers, Inc., and will make a line of 
smartly styled women’s shoes, using 
the Delmac-Lockstitch process, with 
Uco shanks. Shoes will be sold in part 
to the volume trade and in part direct 
to the retail trade. 





Obituary 


‘ } John M. Stanley passed away in 
little girls’ wearing apparel which are Miami, Fla., on Sunday, April 5, fol- 





JOHN M. STANLEY 


lowing injuries received in an automo- ; 
bile accident in which his wife suffered of which he was a member. 


only minor injuries. Funeral services 
were held in Columbus, Ohio, on Satur- 
day morning, April 11, and burial took 
place in Mt. Gilead, Ohio, in the after- 
noon. 

“Milt” Stanley, as he was known to 
the trade, was entering his twenty- 
fourth year with the Walker T. Dick- 
erson Company (formerly -the Riley 
Shoe Manufacturing Company). He 
was one of the veterans in the industry 
and his passing is a great loss to his 
many friends. 


Robert W. Phillips 


RICHMOND, IND.—Robert W. Phillips, 
the oldest employee from point of ser- 
vice of Neff and Nusbaum, Seventh 
and Main Streets, this city, died April 
7 after a brief illness. Mr. Phillips had 
been with Neff and Nusbaum for 33 
years with the exception of a few sea- 
sons that he went on the road for 
Mishawaka Rubber and Woolen Mills, 
and was well known among the shoe 
travelers of the Middle West. His ac- 
tive life in the shoe business had ex- 
tended over a period of 40 years. 

Mr. Phillips had been a popular and 
active figure in Masonic work, being 
Past Grand Master of Indiana and a 
thirty-third degree Mason. 

His death came as an unexpected 
shock to his friends and his passing 
will be a distinct loss to the company 
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LOOK 
FOR THIS 
LABEL 
AS 
YOUR GUIDE 
TO QUALITY 
MERCHANDISE 


DU PONT VISCOLOID COMPANY, INC., EMPIRE STATE BUILDING, NEW YORK CITY, N. Y: 








“PYRALIN” handbags! 


in colorful pastels and white 


Gleaming Ensemble Accessory—color- 


ful, durable, scrubbable—fabricated 
from that peerless plastic material 
“Pyralin.’’ So varied are the designs 
and styles they'll tie up with many 
elaborately designed summer shoes. 
Pastel shades are in great demand. 
Their shining, colorful surfacesareeasily 
cleaned with warm water and soap. Flex- 
ible “Pyralin” is made by Du Pont— 


recognized throughout the world as man- 
ufacturers of rayon, “Cellophane” cellu- 
lose film, ‘‘Duco” finish, Fabrikoid” 
coated fabrics and many other well- 
known products. Put zest into your 
bag and shoe ensemble selling by spec- 
ifying handbags fabricated from 
“Pyralin.” For names of manufacturers 
making these bags, write Du Pont 
Viscoloid Company. 


PYRALIN 


REG. U. S. PAT. OFF. 
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WHERE STRENGTH AND 
STURDY CONSTRUCTION 
ARE ESSENTIAL . . . 


Experienced manufacturers and retailers 
know the importance of strength and rigid- 





ity in shank construction and wood heel 
attaching. 


Based upon sound shoemaking principles, 
Unishank and GAM Wood Heel Screw 
Attaching combine to promote security to 
the finished shoe. These thoroughly tested 
methods add strength, increased durability, 





and comfort to the shoe throughout its life. 











UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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Sees Continued Prominence 


for Patent Leather 


NEWARK, N. J.—Without marked ob- 
servance of the event but nevertheless 
mindful of its import, the Seton Leather 
Company last week entered upon its 
thirty-first year of patent leather tan- 
ning. 

The company was organized in April, 
1906, and a tannery was set up on 
the present site for the exclusive pro- 
duction of patent leather, which at the 
time was highly favored for several 
successive seasons. At this period, there 
were eight or nine large producers of 
this leather serving the shoe trade, 
nearly all of them operating on the 
basis of volume output. 


JOSEPH KALTENBACHER 


The fixed determination to produce 
only fine grades and a high quality 
patent leather, even if only in limited 
quantities, won recognition from the 
better makers of women’s and men’s 
shoes. Within a very short time after 
Seton patent had been first offered on 
the market, the tannage had acquired 
a good reputation. 

Joseph Kaltenbacher, president of 
the Seton Leather Company, and one 
of its founders, fondly recalls “the good 
old days” when shoes meant leather 
footage and patent leather meant styl- 
ish footwear. Asked about the current 
vogue for patent, Mr. Kaltenbacher 
stated his opinion that it will be 
prominent for several seasons at least; 
first, because the turn of a new epoch 
in dress elegance demanded patent; 
second, because seasons of bright colors 
stimulated interest in shiny leathers; 
and third, for the reason that women 
are just getting used to its flattering 
richness again and will favor this 
upper stock in all types of shoes. 

Associated with Mr. Kaltenbacher 
are these officers of the Seton Leather 
Company: Morton Stern, vice-presi- 
dent; Joseph C. Kaltenbacher, secre- 
tary; Joseph V. Clark, treasurer. 











LJcoR David 


Anti-Friction 
Shoe 


Friction is caused by two surfaces rubbing against 
each other. In ordinary shoes, friction is caused by 
the foot working back and forth. The Anti-Friction 
Tape eliminates this. 








The foot is kept in its proper position in 
the shoe and throughout the entire life 
of the shoe. 











The Patented Anti-Friction Tape is built into 
the shoe, goes around the foot, and is securely 
fastened to the upper at the eyelet row. 








The inside lip of the specially moulded inner- 
_sole is regulated by the Patented Anti-Friction Tape 
which is adjusted by lacing the shoe. 








Made over “Combination” lasts which give 
better fit to more people than any other last ever 
modelled. 











Arches vary, but the Dr. Geo. R. Davis 
Anti-Friction shoes fit them all. 


Bu your corrective shoe 
merchandising program upon the firm foundation of 
a shoe that has been time tested and approved by 
thousands of wearers. 

In your own local market there are new sales and in- 
creased profits plus the establishment of a permanent 
repeat business awaiting you on the sales merits and 
consumer satisfaction of the Dr. Geo. R. Davis Anti- 
Friction Shoe for Men and Women. 

33 Smart new styles in stock from which you can draw 
in minimum pairs to keep investment low and backed 
by an aggressive advertising dealer service to help 
you get consistent turnover. 


Start today to build for tomorrow. 


Write for Agency Plan for 
localities where representation 
is still open. 


An unbroken record of Built- 
In-Quality for over 55 years. 


Exclusively Manufactured by 


Nie BROS. SHOE (0 


FINE SHOEMAKERS os 
BROCKTON 
CAMPELLO, MASS. 








Oe Te 


Men's Shoes 


6 EF Oe EE 


“HIGHEST GRADE ONLY" 
EAST WEYMOUTH, MASS., U.S.A. 


Li hie 


St. Louis Shoes 


erie tele elie nal 


A SUMMER PROMOTION 


i ed 


} % ; 
Dy Stor fe 


Ne. 8502—Solid Leather White Arch Tie. 
Oombination hes. AAA to = 3 to 10—$2.35 
Terms 1% 10 days, 80 days. 

We specialize in women’s, men’s 

children’s samples and jobs for ae 
promotions — featuring nothing but 
a sous made shoes from the better 


while in town see Wetl”’ 


M. K. WEIL SHOE CO. 
1326 WASHINGTON AVE., ST. LOUIS, MO. 


| ie eel eli ei ellie ed 


Liquid Wax 


lle eh eal dl li ale el 


CHIOGGED 


Liquid SHOE WAX 


Dries glossy but does 
not contain shellac. 
Made of pure wax. 

@ Does not crack 

@ Preserves 

@ Waterproof 
Revolutionary — easier 
—lasts longer. Correctly 
priced. Sold only thru 
shoe trade. FREE 
Goods Now! 


FRANKLIN RESEARCH COMPANY 
5134 LANCASTER AVE., PHILA., PA. 


FREE SAMPLE ON REQUEST 

















Court Reports on Process Patents 


New YorkK—On April 20 the United 
States Circuit Court of Appeals for 
the Second Circuit — Circuit Judges 
Manton, Swan and Chase—affirmed the 
decision of the District Court in the 
Eastern District of New York holding 
Sbicca patents and Maccarone patent 
invalid. 
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His Majesty, The Baby 


[CONTINUED FROM PAGE 19] 





Getting Juvenile Attention 


When baby comes to the store, have a 
little gift; even a balloon with the store's 
name on it will do. . 

Have special reserved seats (elevated) for 
little folks—small chairs on a platform. Makes 
fitting easier; saves bending for Mother. 

One store made a big hit with free stamp- 
ing of the baby's footprint on the back of a 
standard city health department chart showing 
the baby's birthday, weight, height, color of 
hair and eyes. 

The idea offers "showmanship" possibilities. 
Taking the footprints on a chart would impress 
mothers with the thoroughness of your ex- 
amination, where the ordinary manipulations 
would not be so dramatic. 

In the windows and in the store use cutouts 
of baby pictures from magazines. The food 
ads have some good ones. Use the caption— 

"You take care of his food; 
Let us take care of his feet." 

"Blow ups" of photographs of babies wear- 
ing your shoes make good display posters and 
panels, 

A fine display can be made by using en- 
larged snapshots of babies wearing your shoes, 
and a bit of “case history" if any special 
attention was necessary. Permission to take 
snaps will be easier if promise is made to use 
only initials instead of full names in the display. 

Let your ad copy combine a bit of sentiment 
with a lot of sense—be sure to tell facts of 
interest to parents regarding the shoes. There's 
a good example of “sentiment and sense" in 
the following ad copy from Macy's. 

Above the picture of sturdy little leqs, and 
feet encased in well-fitted shoes is the cap- 
tion— 

On his feet for the first time in his life! 


Other ad headings that carry just a touch 

of sentiment would be— 

Your baby's perfect feet can always 

be that way. 

Mother, even good baby shoes must 

be fitted by experts. 

Correct shoes are as important as 

correct diet for your baby. 





Hudson himself has an immense 
“call trade” among these little mon- 
archs, so let’s jot down a few pointers 
on his selling technique. 

First, he greets the child primarily, 
the parent secondarily. He _ talks 
mainly to the child, telling the child 
whatever he has to say about the shoes 
and the fit. 

Isn’t that a little discourteous to the 
parent? Not at all. The mother doesn’t 
live who is not personally complimented 
when an outsider takes an interest in 
her child. We all know that when a 
salesman attempts to compliment a 
woman directly he is treading on dan- 
gerous ground. But if he “makes up” 
to her child he accomplishes the same 
results by a safe and sure method. 

So Hudson always seeks and finds 
something of a complimentary nature 
to say to the child or about the child. 
The mother understands that whatever 
he says to the child is really addressed 
to her. She will answer if necessary, 


but she is doubly delighted if the child 
speaks up for himself. 

Hudson “personalizes” each sale in 
the child’s mind. “I’ve been saving 
this pair just for you,” he will say. 
Or “I’ve been looking for you all week.” 
Or “Here is a style I bought just for 
you.” The child is made to feel his own 
importance in the scheme of things. 

It is far better to address a child as 
a “young man” or “young lady” rather 
than “little boy” or “little girl,” no 
matter how young the child is. And 
“big boy” is always better than “little 
boy,” no matter how small he is. Be 
very careful about any kidding, for you 
may be rubbing against a sensitive spot 
with the child or the mother. Sugar is 
much safer than vinegar. 

Furthermore, says Hudson, you can’t 
fool the children. No matter how 
many nice things you may say to them, 
you will get nowhere unless you really 
feel these things in your heart. The 
child will detect any insincerity—and 
resent it. 

Hudson’s department carries ll 
shoes in just as narrow widths as they 
can be bought. The salesmen are 
taught not to trust the child too much 
when he says a shoe doesn’t hurt, for 
the child’s judgment is warped by the 
fear of not getting any new shoes. The 
transaction is worked around so the 
fitter’s judgment prevails and yet the 
child thinks he is making the decision. 

What sort of store is this Broadway 
Department Store anyway? It is lo- 
cated in the heart of Denver’s south 
side shopping district, about two miles 
from the central business district. Its 
shopping radius holds possibly 60,000 
people. There are no slums, few man- 
sions and few apartment houses in this 
district. The people are, according to 
Hudson, the very finest class of trade in 
the world, that great middle class. 

The Broadway has a distinct per- 
sonality. It radiates neighborliness. In 
28 years it has grown from a little 
store to a big store, yet it still retains 
that “personal contact” atmosphere of 
the small neighborhood store. 

It has no dignified floor-walkers. The 
salespoeple wouldn’t know how to call 
a customer Madam. The housewife 
feels perfectly at home if she runs 
over in her housedress for a couple of 
cakes of soap. It’s “Hello, Lucy,” or 
“How are you, Sam?” If a customer 
wants to chat a while with a clerk no 
beagle eyed boss glares his disapproval. 

Call it “small town stuff” if you like. 
But just the same, it is an atmosphere 
the down-town stores have lost long 
ago, and which every one of them would 
give a whole lot to regain. And having 
lost it, the average down-town store 
resorts to price promotions and bally- 
hoo to attract trade. At the Broadway 
real genuine personal friendliness still 
brings them in and holds them just 
as it always did and always will. But 
enough of that. 
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eat Roberta 


Chic 
IN 
STOCK 


Square 
18/8 Square Heel 
AAA to C Widths 


R1535 White Kid .... $2.10 mati} J 81601 Black Patent ... 


R4303 White Faille .. eo R1607 White Kid 


-8 R4607 White Linen.. 
24 Last, Round Toe, 11/8 24 Last, Round Toe, “ha 
Block Hee 


R4555 White Linen ... 


Block Heel 


R1533 White Kid ..... $2.10 R1605 White Kid .... 
R4553 White Linen.... 1.85 R4605 White Linen ... 


84 Last, Med. Rd. Toe, 16/8 84 Last. Medium Round Toe, 
Cuban Hee 3 Cuban Heel 

AA C Widths 

All above also In-Stock with All aaa also In-Stock with 
Med. Round Toe, High Heel Med. Round Toe, 


AAA to "c Widths 


Send for a Complete 


Summer Bulletin 





of HAVERHILL, MASS. 


High Heel 


America’s 
Largest Department 
Of In-Stock Whites 
You Can Size-In 
As You Sell 


Nannette 
IN 
STOCK 


pp Black Patent 


er 
Ri: 593 White Kid ... 
R1599 White Doeskin. 
24 Last, Round Toe, 
Block Heel 


R1577 Black Patent 
Leather . 
R1591 White Kid . 

84 —_, Le Round Toe, 


All above also In-Stock with 
Med. Round Toe, High Heel 


Terms: 2% 10 Days 
Net 30 F.O.B. 
Factory 
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Pumps in Stock 
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THIS 
STICKER 



















goe: 
98% of all 
invoices for 







20/8 SEAMLESS 





6421—Black Patent 2442—Black Patent 
1221—Blue Kid 1242—Blue Kid 
7421—Black Baby Calf 14 





42—B — 


5442—Brown Kid 
rae Grain 









1021—Black Crepe 
20/8 D'ORSAY 
6433—Black Patent Round Toe 
A , 2 to 10 
IN STOCK $3.25 


GREGORY & READ CO. 


LYNN MASS. 
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Dancing and Bowling Shoes 
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BUY A NATIONALLY KNOWN 
BRAND 





We carry everything in dancing shoes, 
also a complete line of bowling shoes. 


Write for price list 
ROVICK THEATRICAL SHOE CO, 
Manufacturers 
325 W. Madison St. 







Chicago, lil. 
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Shoe Cleaner 
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—can be used on new shoes and 
rough leathers. The only safe 
cleaner for shoe stores to sell. 












verett & Ba rron ©. 


PROVIDENCE, R.}. TORONTO, CAN. 
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Herbert J. Dunbar (center) and his two sons Harold L. and 
Herbert E. Dunbar, who have formed a new shoe pattern firm 


Herbert J. Dunbar, who for the past 
34 years was treasurer of the Dunbar 
Pattern Company, is again entering 
the shoe pattern business with his own 
factory at 1706 Washington Avenue, 
St. Louis. 

A new company has been incorpo- 
rated under the name of Dunbar & 
Sons., Inc. Associated with him in the 
new venture are his two sons, Harold L. 
Dunbar and Herbert E. Dunbar. 
Leases have been completed covering 
some 6000 sq. ft. of floor space and the 
new plant has been completely equipped 
with pattern making machinery of the 
latest type; the grading machines be- 
ing of the super-speed style which 
more recently have replaced those that 
have been in use in the industry for 
the past 20 or 30 years. Mr. Dunbar 
also announces that he has set up a 
style department for the development 
of proper sketch presentations portray- 
ing the latest trends in shoe fashions. 
He will also have a pull-over depart- 
ment which he expects to expand as a 
very important part of the business. 

Herbert J. Dunbar first started in 
the pattern business in 1891 with his 
cousin W. L. Dunbar. At that time 
they formed a co-partnership under 
the name of W. L. Dunbar & Company 
at Brockton, Mass. In 1902 their busi- 
ness was incorporated and the name 
was changed to Dunbar Pattern Com- 
pany, Incorporated. At that time Mr. 


in St. Louis under the name of Dunbar & Sons, Inc. 


Dunbar was made treasurer of the 
company and up until recently was 
prominent in its management and 
direction. During his many years in 
the industry he has pioneered a number 
of innovations, particularly in the 
field of shoe styling. He was the first 
American to open a Paris office and to 
actually sell a shoe style service from 
America in Europe. Mr. Dunbar was 
the first in this country to present shoe 
style in a photographic form and from 
this beginning the present sketch form 
of style presentation was developed. 
Harold L. Dunbar, after graduating 
from Dartmouth College in 1913, en- 
tered the pattern business, learned de- 
signing and modeling. He has been 
associated with Dunbar Pattern Com- 
pany for the past 20 years, having 
managed their Montreal, Toronto, Cin- 
cinnati and Milwaukee offices. His 
past five years have been at Milwaukee. 
Herbert E. Dunbar became asso- 
ciated with Dunbar Pattern Company 
in 1913 working in their Brockton and 
Boston branches. He was subsequently 
manager of their Canadian branch for 
five years; later manager of the Cin- 
cinnati branch for three years. Then 
he became associated with the Inter- 
national Shoe Company at St. Louis as 
a stylist and designer. For the past 
two years, Herbert has been in charge 
of the Style Department of Interna- 
tional Shoe Company, Eastern Division, 
stationed at Manchester, N. H. 





Popular Shoe in Third Season 


New YorkK.—First introduced by J. & 
J. Slater in their New York and Wash- 
ington stores last year under the name 
of “Runaround,” the color shoe more 
widely known by the name “Miss 
Pirate” is now in its third successful 
season and is creating new sales rec- 
ords, according to Marshall, Meadows 
& Stewart of Auburn, N. Y., who 
brought it out in 1935. 

Originally offered by Slater in 10 
different colors, the same shoe is being 
manufactured this season in 35 colors 
and combinations of colors and leathers 
and in either oxford or sandal style. 
It has been advertised nationally in 
fashion magazines, including Vogue 
and Harper’s Bazaar. 


New Home for Louvre Boot Shop 


TorpeKA, KAN.—In moving to a larger 
location at 807 Kansas Avenue, the 
Louvre Boot Shop has utilized space 
and decoration to become one of the 
most modern shoe stores in the State. 
Paul E. Lamb is manager. 

The store is paneled with unfinished 
walnut two-thirds the height of the 
wall. The paneling is used also to 
make a small front lounge, affording 
more privacy for shoe customers and 
creating a salesroom for hosiery. 

Steel spring chairs are upholstered 
in blue leather to complete a color 
scheme of blue, gold and dark brown. 
Four small lighted nitches are inserted 
in the shelves for displaying shoes. 
Built-in mirrors are full-length. 
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The NEW 
U.S.ROYAL 


Stays on better 
..-Looks better 
. Wears Longer 


g , ee N 
< a \ 
\ NO OTHER HEEL HAS ALL THESE FEATURES 


% 


A 
> 


BLIND NAILING,to insure smart tailored appearance. ...NEW CONSTRUCTION 


OF INSERT, providing greater resistance to nail pulling.>> »ERFECT CUPPING, 


combined with gn insert of just the proper toughness and firmness, pro- 
viding a specially tight edge....SIZEs AND CONTOURS which conform to 
Boot & Shoe Ma fe cturers’ Standards.... EXCELLENT APPEARANCE—the un- 


we (Usk! al i usual attractiveness of U.S. Royal Heels adds much 


Wear. Uskide Soles, Sol- : 

ing and Toplift Material are A 

not only waterproof but he appearance and sales value of a shoe. 
remarkably long-wearing. + 

Popular ... Profitable. ’ 


REGENT 
Heels with Washers — 
popularly priced—the new “* 
modern design. NS 
Additional U.S. Shoe Products are: oe 
1. Laflex Mid-Soling. 2. Kralex UNITED STATES*QUBBER PRODUCTS, INC. 
Inner Soles. 3. Insolex Inner Soles. 1790 BROADWAN W YORK, N. Y. 
A 
























Women's Shoes 


















KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 















No. 561 

Black kid blucher 

tie; 56 last; 

kid lined; 
corded ; 14/8 

’ heel; rubber 









VAUGHAN TOWLE CO. 


A_ division of L. B. Evans’ Son Co. 
WAKEFIELD MASS. 












TURNS 
Modern Turn Shoes That Fit 


WILL NOT GAP 
New "SHORT BACK" Lasts 


SOSTYLES Send of 
IN STOCK _ eatalo 


LUMBARD SHOE CO 
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Children's Footwear 
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MRS. Ban's IDEAL BABY SHOES 
Infants’ Soft Seles.. 0-3 
(intermediates 1-5 
Flexible Hard Soles. 2-8 

Send for In-Stock 
Catalog 
MRS. DAY’S IDEAL BABY 


Locust St. Danvers, Mass. 

























IN-STOCK 
Branded or Unbranded 


NAHM-0-PEDIC 


Style 317—8 
BCD. tan Elk-$1.75 


le 417—12/%—3 
ScD. Tan Elk—~$2.00 


Style 357-—8/2—12 
B.C.D. White Elk 
—$1.75 


Style 457—12'2—3 
525. White Elk 














A new NAHM-O-PEDIC shoe. Bullt over new lasts 
and patterns scientifically correet along most modern 


lines. 
NAHM BROS. SHOE MFG. CO. 
Swanson & Ritner Sts., Philadelphia 





































Patent Leads in Sales a 


SEATTLE, WasH.—Comeback of pat- 
ent leather in new styles for women 
is recorded in the Spring experiences 
of the Fashion Bootery of Seattle, 
where smart women have taken a 
shine to patent, this shoe store reports. 















BOOT AND 





L. Moseley with Winthrop 


St. Lours— Lacy Moseley recently 
joined the sales staff of the Winthrop 
Shoe Company, and will cover Texas, 
Oklahoma, Missouri, Arkansas, Louis- 
iana and Kansas. Mr. Moseley will 





LACY MOSELEY 


make his first trip May 1 with the new 
Fall line of Winthrops. He has been 
with another division of International 
Shoe Company for the past six and 
one-half years; therefore he starts his 
road work with a wealth of shoe ex- 
perience. 


March of Style in Paris 
[CONTINUED FROM PAGE 33] 


skin, which he will repeat in other com- 
binations for Fall. This has a two-eye- 
let section, also appliqués, in black 
patent leather all-over stitched in red. 

Greco is making Fall sports shoes 
in reddish leathers with a distinctly 
wine cast. He frequently uses rep- 
tile skin trimmings, but avoids fancy 
effects. His sports model is made en- 
tirely of box calf in reddish shade and 
has the flat heel and medium round toe 
he will continue to feature, 

Bentivegna will stress Burgundy 
colored kid for wear with tailored 
suits in gray or navy wools, and espe- 
cially in black and white checks, which 
are numerous. This color can be 
matched up with other accessories of 
the costume, the hat, gloves, purse, 
belt. There is every evidence around 
Paris that the vogue of accessories 
having more definite cclor emphasis 
than the costume itself, is still very 
strong. 

For afternoon wear the pump is 
the style of the moment as endorsed 
by smartly dressed women seen about 
Paris. One cut rather high in front 
was in navy blue antelope with three 
oval cut-outs across the vamp piped 
with white kid. White kid figured 
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again at the base of the heel and in 
an ornamental motif on the high 
front. Another pump had three diag- 
onal cut-outs each side of vamp, form- 
ing three pairs of narrow straps which 
fastened together at the center with 
bead-shaped silver buttons. This was 
also rather high on the instep. 

The afternoon model shown here 
from Greco is a laced-up style for Fall, 
to be made in navy blue kid with pip- 
ing in beige kid. He will also feature 
a one-eyelet strap model for afternoon 
in brown kid, dead leaf shade, with 
trimming in brown calf. This will 
appear also in suede. 

Styles in evening footwear can hard- 
ly escape the Chinese influence affect- 
ing the rest of dress. There is an 
oriental slant to gold evening slippers 
having no toes at all, very little heel, 
and just a wide band across the toe 
to answer for a vamp. 

Both Vionnet and Alix sponsor this 
oriental-looking evening type. The 
Vionnet model was designed by Netch 
& Frater, who used a new material 
entirely covered with gold spangles 
searcely larger than the head of a pin. 
For Vionnet the spangled stuff was 
piped with red kid. 

Striking effects are obtained by using 
this material under kid which has 
been perforated in fancy design to 
show the spangled ground. A pink 
satin sandal, for instance, has a pink 
kid high heel and front motif treated 
this way. Similar treatments with 
black and white antelopes, also for eve- 
ning, are very effective. 

Greco is working on new evening 
sandals, high heeled, some in colored 
crepe de chine with metal kid pipings, 
others combining silver and gold kids. 
A Greco evening model all in silver 
kid is sketched, showing a very open 
vamp in interlaced silver straps. Greco 
endorses small cut-outs achieved in 
design, and favors contrasting pipings 
for day and evening styles. 

The square-toe evening sandal pic- 
tured was endorsed by Patou. It is 
an Ascott model in Chinese coloring, 
made of gold leather, with low heel 
and fringed front strap in lacquer 


red kid. 


Four Merchandising Plans 


BrockTon, Mass.—“Four merchan- 
dising plans for quality shoe mer- 
chants” are offered in the Stacy- 
Adams Company in-stock catalogue, 
just off the press. Merchants can con- 
centrate on the in-stock line of twenty- 
eight styles, all shown in the loose-leaf 
booklet; they can detail their own 
shoes of Stacy-Adams construction; 
can handle the lower-priced Bion F. 
Reynolds line, made by this company; 
or can merchandise hand-made shoes. 
Included in the in-stock line are street, 
formal type and sport shoes—also 
shoes made on combination measure- 
ments. Sales helps for merchants, in- 
cluding shoe cuts and made-up news- 
paper advertisements, are featured in 
the last few pages. 
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CALIFORNIA BOOT SHOP AGAIN 
SELECTS MOHAWK CARPET 





First installation served 
_ profitably for 10 years 
* WY 


PEE MOPS 
i 3) pe 
ip a Baeteg 


i 


Fa} 


Quality Shoe Store, Pomona, California. Mohawk installation by 
San Fernando Furniture Company, Los Angeles. 





Mohawk Carpet Co.: 

‘*We are more than pleased with our new 
carpet, this being the second Mohawk Carpet. 
The first installation lasted 10 years, 
which we figure well paid us for our 
investment. We don’t think anyone can go 
wrong by giving Mohawk the preference.’’ 

Yours, Edelbrock Bros. 


Wauen your customer takes those first testing 
steps on a soft, high-pile Mohawk carpet, his 
shoes feel more comfortable...and you close 
the sale more quickly. 

Mohawk Carpets come in a wide range of pat- 
terns and colors...and many weaves and grades. 

Wire collect for a Mohawk representative who 
will help you solve your floor covering problem. 


FREE—TO SHOE STORE EXECUTIVES—Send toy MMIOQHAWK CARPET MILLS 
for Mohawk’s amazing new Floor Covering Calculator. GENERAL SALES OFFICE: 295 FIFTH AVENUE, NEW YORK 
It is a very simple instrument that enables you to 
quickly and easily estimate your carpet requirements Regional Sales Offices : 
and other important facts relating to floor decora- Atlanta Boston Buffalo Chicago Cincinnati Cleveland Dallas 
tion. So send today for your Mohawk Carpet and Denver DesMoines Detroit HighPoint Los Angeles Philadelphia 
Floor covering Calculator. Remember it’s free! Kansas City Pittsburgh San Francisco Seattle St. Louis 
1986, Mohawk Carpet Mills, Inc. 
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Riding Boots 


Oe eee ST 


LARGEST FLOOR STOCK 


Omaha, Nebraska 


Exolusive Manufacturers 
Cataleg on Request 


PURPOSE 


ALL 





ENGLISH 
RIDING 
BOOTS 


Tan or Black, 
for Ladies and Men 


Write for new catalogue to the 
English Bootmakers 


MANFIELD & SONS 
1636 Ranstead St., Phila., Pa. 














JM CONNELL 


SHOE CO 





LARGEST 
BOOT STOCK 


in America 
Domestic and imported 
For Immediate Delivery 


Men’s, Women’s, Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Alse Jodhpurs & Jodgores 
Complete Catalog 
R-7 on Request 


1239 Broadway 
New York City 

824 Santa Fe Bidg. 
Dallas, Texas 
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A Nation in Sport Shoes 


[CONTINUED FROM PAGE 25] 


2. Window displays—all stores using 
same colors. 

3. Interior decorations and merchan- 
dise displays. 

4. Direct mail (post cards, letters, 
folders, or ad-reprints.) 

Particular stress should be placed on 
number three—interior decorations and 
merchandise display—because this is 
where many, many stores let down. 
Yet it is tremendously important. All 
the interest created by ads and win- 
dows can be “wet blanketed” if the 
store interior doesn’t look festive too! 

Use the newspapers for general ads, 
and direct mail for special lists. If the 
event is cooperative watch out for 
duplication of names by different 
stores. 

The windows should have individu- 
ality, yet tie-up through the use of the 
same colors. The holiday proximity 
suggests red, white and blue as colors. 
Stores that make up “panel sets” that 
slip into the window easily will save 
a lot of time and be more likely to do 
a good display job because things are 
ready in advance. 

With these essential ideas well taken 
care of, other features may be de- 
veloped according to local opportuni- 
ties, and facilities. 

1. Style talks to groups, or over the 
radio. 











Herbert Lehmann 
Convalescing 


After spending five weeks at Pine Crest 

Manor, N. C., recovering from illness 

and overwork, Herbert Lehmann, of the 

firm of Jerry & Herbert Lehmann, shoe 

fabrics, New York, is reported definitely 

improved in health. He expects to re- 
turn to business soon. 


2. Newspaper articles on Sport Shoe 
Styles illustrated. These can be paid 
editorial ads if necessary. 

3. Shoe Style Show or Sportswear 
Style Show. 

4. Parade of Sports—local sports 
clubs participating. Prizes for best 
parade units; floats or uniforms. 

5. Vote contests to select local King 
and Queen of Sports—most popular 
local sportsman and _ sportswoman. 
Wardrobe of sport shoes for winners. 

6. Receptionists from various sport 
organizations in stores, on different 
days. 

7. Models in store wearing sport 
shoes and clothes. (Local debs and 
young men will often model.) 

8. Have apparel and clothing stores 
unite in event—at least showing sports 
clothes profusely. 

9. Feature photos of local 
playspots, and sports people. 

10. Contest for children making 
most common words from “Sport Shoe 
Week” or “National Sport Shoe Week.” 
For adults, prizes for best letter giv- 
ing reasons for making the cheerful 
change to sport shoes. 

11. Have #ibbon badges for sales- 
people—Sport Shoe Week, May 23-30— 
printed in blue on white ribbon. 

12. The cooperative group can spon- 
sor a set of exhibition games of vari- 
ous: sorts—golf, tennis—all the sports 
popular locally. 

13. Play up the slogan, “Make the 
cheerful change to sport shoes,” or 
“Enjoy the Summer more in Sport 
Shoes.” A contest for the best sport 
shoe week slogan could be run a week 
previously. 

14. Sport Shoe Week can be opened 
by Mayor’s Proclamation. 

15. News stories of prominent people 
selecting sports shoes. Popular political 
aspirants or social lights, who like a 
little publicity are good selections. 

16. Gertain days of Sport Shoe Week 
can be dedicated to important local 
clubs. 

Whether you’re planning an_ indi- 
vidual store or cooperative promotion 
—start early, get ready early, and have 
everything all set so that there is no 
confusion or scrambling or long hours 
of extra work at the last minute. There 
is absolutely no need for it. Ads, 
windows, store decorations, mailing 
pieces and all other features can be 
made ready ahead. 

It’s only when there’s neglect, care- 
lessness or unnecessary delay that 
putting an event on properly becomes 
a burdensome task. And also remem- 
ber that the most important features 
of a good promotion program are not 
too expensive or too extensive for any 
store. Even the small merchant can 
cash in on Sport Shoe Week. 


clubs, 
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When youSell Shoes... 


YOU FIT THE OF THE FOOT 


YOU FIT THE OF THE FOOT 


Le yoru fit the Clack ? 


The secret of successful shoe retailing is correct fit. Any number of shoe oo j 
styles will fit the length and width of feet, but there is no line of shoes —_ BT neg iy 
that will fit all types of arches. vn ther drop with « Dr. 
That is where Dr. Scholl’s Arch Supports fit into your picture ... they ON tema 
enable you to fit arches of all degrees of weaknesses. They enable you to be 
more than a dispenser of shoes. ..they make it possible for you to be more 
important and to render a more satisfactory shoe service. 
r. Scholl’s Corrective Foot Appliances may be inserted — 
into any brand or type of shoe. They are truly corrective, not be: s- \ Raising the appliance a 
only to the present state of the foot . . . but can be adjusted a gg hyn fry oe 
from time to time as the condition of the arch improves. ‘a improves 
Thus, every Fallen Arch or Weak Foot gives you these added Ba 
advantages: nn 
1. Dr. Scholl’s Corrective Appliances make for additional sales, higher 
unit sales and Greater Prof 
2. They bring customers in for adjustment . . . increase a : 
your contact with customers. . “5 . Raising the applionss 
3. They enabie you to operate on Smaller Shoe Stock... tion of foot further 
eliminating the necessity of carrying a number of Ree cieaad 
styles of so-called corrective shoes. 


4, They make every shoe sale a perfect arch-fit sale. 


5. Easy to fit and adjust to the individual requirements 
of the foot. ——— 


4 Arch fully restored to 


» eurtvadisimnt | Dir Scholl's Appliances 
make correct ARCH 


SS a fitting possible! 


With this Arch Fitter Dr. Scholl’s 
Corrective Foot Appliances may 
be adjusted in a t for an 
exact fit or to increase the eleva- 
tion as the condition of the foot 
improves. Repeating this service 
over a course of several 
weeks firmly cements the 
customer to your store. 
























































THE SCHOLL MFG. CO., Inc. 


Jae a * % é | Makers of Dr. Scholl’s Foot Comfort Appliances and Remedies 
sufficient stock of " 2 : 213 West Schiller Street, Chicago 


sepports and an ’ : rE ‘ 62 West 14th Street, New York 112 Adelaide Street, East, Toronto 


Arch Fitter for 
their adjustments. X 190 St. John Street, London, E.C.1 
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STEWART & POTTER COMPANY, BROOKLYN, NEW YORK 


STYLE — SERVICE — FIT 


are indispensable factors in Last Making. For 





over fifty years, Stewart and Potter Company 
have maintained an acknowledged leader- 


ship in this art. 


Leading Shoe Manufacturers and Retailers 
know that shoes made over these lasts are 


foot fitters and always properly styled. 


THE LAST WORD 


UNITED 


—UNITED LAST COMPANY— 


—_—140 FEDERAL STREET, BOSTON, MASS. 


When writing advertisers please mention Boot and Shoe Recorder 
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REGIONAL/S SERVICE 
IN 


The individual and collective experience and 
facilities of these manufacturing units 


are constantly available to the Shoe Industry 


FITZ BROS. CO. yy EMPIRE LAST WORKS 
AUBURN, MAINE by ROCHESTER, N.Y 


T. W. GARDINER CO, y KRENTLER BROS. CO. 
LYNN, MASS. Vi ST. LOUIS, MO. 


UNITED LAST CO. KRENTLER BROS. CO. 
BROCKTON, MASS. MILWAUKEE, WIS. 


stewart & poTrerco, THE LAST WORD ynitep tastco., itD. 


BROOKLYN, N. Y. U N | T E D MONTREAL, P. Q. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASSACHUSETTS 
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SALESMEN WANTED 


SALESMAN WANTED 


SHOE STORE WANTED _ 











SALESMEN WANTED 
for Newark, Jersey City and nearby territory 
to carry a popular In-Stock line of juvenile 
and growing girls’ shoes. We have well 
established trade. Must have car, experience 
and following. State age, reference and 
experience. 


MORRIS SHOE CO. 
143 Duane St. New York, N. Y. 











SHOE salesman desiring a pocket side line 
from which to establish a good paying in- 
om, write J. S., 86 Ellicott St., Buffalo, 





SALESMEN: Two territories open (1) VIR- 
GINIA, WEST VIRGINIA, Sans 
(2) TEXAS, OKLAHOMA, RKANS 
LARGE MANUFACTURERS, 4 Ve é Le re + 
DOWNS, PREWELTS AND SHADOWELTS. 
SELLING, xe tte cn TRADE ONLY; CASE 
LOTS, UP ONLY. STRICTLY COM- 
Mission BASIS PAID TWICE MONTHLY 
AGAINST SHIPMENTS; MUST BE ABLE 


TO FINANCE YOURSELF; HAVE CON- 
NECTIONS WITH MEL OPERATORS, 
EXPERIENCE SELL G VOLUM 

WRITE GIVING COMPLETE PARTICU. 
LARS AND REFERENCES. Address E-716, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





WANTED: Salesmen to carry line Infants’ 
Prewelts and Men’s Beach Sandals, com- 
mission basis. The Kepner Scott Shoe Co., 
Orwigsburg, Pa. 





XPERIENCED shoe salesman with good fol- 
4 lowing in Ohio State to carry in-stock line 
of Men’s, Boys’, Children’s, Growing Girls’ 
Sport Oxfords and Women’s McKay, also Good- 
year Welt Arch Support Shoes retailing at $2 
to $4. Will allow drawing account to the man 
who can obtain results. Full particulars in first 
letter. A. Meltzer, 28 N. 4th Street, Philadel- 
phia, Pa. 





SG ALESMEN for full-time or side-line repre- 
sentation, commission basis, line of fine shoe 
dressings made by nationally known concern. 
Choice territories on Pacific Coast, Middle West 
and Metropolitan New York still open. 5134 
Lancaster Avenue, Philadelphia, Pa. 





S ALESMEN: To carry exceptional line of 
highest quality buttons and ornaments for 
fine ladies’ shoe manufacturers. This is the most 
distinctive line made and offers unusual opportu- 
nities. All —2 ay Write in detail. 
Address E-724, care t & Shoe Recorder, 239 
West 39th Street, ta York N. Y. 





ALESMEN: Calling on retailers, to carry dis- 
tinctive side line of fine bows and buckles 
for opera pumps. Most territories available. 
Liberal commission. Address E-725, care Boot 
. ag" mee, 239 West 39th Street, New 
ork . 











SAL .ESMEN, with established trade, to handle 
> selling line of men’s and boys’ dress 

work shoes, children’s stitchdowns, com- 
el line of felts, tennis and rubber footwear 
out ot a Chicago in-stock department.  Terri- 
tories open: Southern Wisconsin, Michigan, 
Iowa, Indiana, Minnesota and Illinois (except 
Chicago). Men now selling women’s line will 
also be given consideration. Address E-733, 
care Boot & Shoe Recorder, 209 S. State St., 
Chicago, III. 





ESTABLISHED SPAT MANUFACTURER 

has good territories open. Liberal commis- 

sion to salesman with following among retail, 

department store and wholesale buyers. Refer. 

ence and full details. Address E-735, care Boot 

= gg Recorder, 239 West 39th Street, New 
ork, 





R ETAIL SHOE SALESMAN—orthopedic and 
dress shoes. Must know fitting. Allen’s 
Boot Shop, Trenton, N. J. 


1936 





By a successful young executive, 
a going retail shoe business 
doing $80,000 a year or more. 
Interested principally in an es- 
tablished store where the owner 
might want to retire and yet see 
his business and reputation con- 
tinue in a fine manner. Will buy 
for cash complete business. All 
replies will be held strictly 
confidential. 
Address E-738, care 
BOOT & SHOE RECORDER, 

239 West 39th Street, New York, N. Y. 














FOR LEASE OR SALE 





LINE WANTED 


ALESMAN—Greater New York and suburbs 

with following among better stores. Qualified 
to sell any product of footwear. Address E-736, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





SHOE. FACTORY, at Selins; peeve, Pa. Firm 
in liquidation, Land, buil — equipment, 
Sell or lease within thirty days. Labor and 
operating conditions good. Sprinkler risk. Com- 
munity cooperation. T. J. Purdy, Sunbury, Pa. 





HELP WANTED 








SALES REPRESENTATIVE 
AVAILABLE 


Experienced salesman, who has had 
twelve years’ experience contacting 
shoe factories, is desirous of securing 
representation of an established line of 
leather, rubber goods, or any allied 
product requiring the services of a re- 
liable and intelligent man; can guar- 
antee a good job of personal contact or 
can direct a sales staff as he has had 
eight years’ experience as Sales Man- 
ager for a product sold nationally to 
manufacturers. Best of references fur- 
nished. 
Address E-732, care 


BOOT & SHOE RECORDER, 
239 West 39th Street, New York, N. Y 











LINE. WANTED, NEW YORK STATE—Ex- 
perienced salesman in close contact with 
better class dealers in Western New York State 
is desirous of securing a short line of popular- 
priced shoes; has had long experience with New 
York State retail merchants and can furnish best 
of references. For further particulars, address 
E-731, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








MAN WANTED 


Experienced in opening and managing chain 
shoe departments in mid-west territory. Must 
be able to close leases and assist in merchan- 
dising. 

In writing, give full particulars—age—-ex- 
perience—references, etc. 

Address E-734, BOOT & SHOE RECORDER, 
239 W. 39th Street, New York City, N. Y. 



















FOR RENT 


EXCEPTIONAL OPPORTUNITY—The livest 
ready-to-wear operator in Rochester, N. Y., 
willing to rent space 35 by 18, main floor, 
front window display to reliable, well-rated shoe 
concern, handling popular-priced shoes. 100 
per cent location. Address E-727, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, : 








PARTNER WANTED 


S HOE MERCHANT, 20 years formerly chain 
store owner, needs investor for expansion. 
Address E-737, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








CAN CARRY as side line on commission 
women’s in-stock novelty line, also house 
slippers and comfort shoes. Territory now cov- 
ering North and South Dakota with non- soon) 
flicting lines. Expect commission on acce 
sales weekly. Address E-726, care Boot & ne 
Recorder, 209 South State St., Chicago, Ill. 











WANTED TO BUY 


ANTED TO BUY—Modern sectional shoe 

shelving, single pair spaced for women’s 
shoes. Write, describing in full detail. Ad- 
dress E-728, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 











address should be counted. 


Classified advertising is payable in 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
mum charge 75 cents. For all other classified advertisements the rate is 
When a box number is desired twelve words should be added for the “address. 


The rate for all display classified eens is $5.00 an inch with a maximum of 45 words. 
vance. 


i= Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@e§ 


7 cents per word. Minimum charge, $1.25. 
In all other cases each word of the 
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POSITION WANTED POSITION WANTED MERCHANTS’ NEEDS 











You probably know this man. He has been actively engaged in the shoe ; ‘ 
industry for over 15 years. For 6 years he managed successfully one SHOWCARDS e PRICE TICKETS 
of the largest high grade shoe stores in the country. He was the shoe * BACK GROUNDS e 
buyer and also divisional merchandise manager for a large metropolitan 

department store. As salesmanager he promoted successfully a_na- PECIALISTS IM E STORE 
po ea popes ee bese ane arch by ag’ line and _ later From a Price Ticket to « Backs 
Vice-President in charge of merchandising of this large manufacturing pats tel 

and jobbing company. LEVINE BROS. " Eis # renonees s 
He is familiar with all phases of shoe merchandising, styling, advertis- 
ing and sales promotion and management. 


He is available for a position where his experience and ability will offer 
an opportunity for a permanent connection. 
ADDRESS E730 CARE BOOT & SHOE RECORDER, 
239 WEST 39th STREET, NEW YORK, N. Y| 


HAIN SH RE WINDOW PROMOTION 

















gugenae. 32 Fg “ age, yoy B none 
sale buying, selling and office duties, Notary 

Public, desires position wholesale house, chain BUSINESS OPPORTUNITY 
outfit or buying office. Address E-729, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








rates Oe YOUR SWR aNd eee hg 
and earn 

WANTED TO PURCHASE income in service fees. A new system | 

foot correction; readily learned by any 

, = = ne ina — weeks, = —— 
or training; openings everywhere wit 

Buyers of Surplus Stocks all the trade you can attend to. No capi- SHO E STR ETCH E R 
We will buy surplus or entire stocks of shoes tal required or goods to buy; no agency 

from manufacturers, jobbers er retailers. or soliciting. Established 1894. Address 

QUANTITY NO OBJECT een _Lameenaney, 21 Back Bay, VAMP RAISER and LENGTHENER 

: hould be i h i i d 
KIRSCH-BLACHER CO., Inc. correes “ight-Aiting shoes. false ‘amp irom treat te 
le n e: je 
106 Duane St. New York erode a steel, nickel plated, For sale by ches ‘findings 


Phone WOrth 2-5377 and 5378 jobbers and wholesale shoe houses everywhere, or send 
your order direct to us. 


WE BUY MERCHANTS’ NEEDS $5.00 COMPLETE = “tise 

Entire or Surplus Wholesale and Retail NU-WAY SHOE STRETCHER CO. 
Stocks. Also Branded Shoes such as 4367 Duncan Ave. St. Louis 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- PRESENTING— 


tonians, Stetson, Red Cross, Nunn Bush, Etc. 


IRVIN RUBIN THE 3 BUTTON ORNAMENT 


“The H bs’? 
on mente Ee Ge ALL COLORS—IN PATENT OR KID LEATHERS Greater Profits! 


Phone Barclay 7-7887 New York City VE A perfect fitting shoe, for every 
customer wit e 


DUNDE 
ee FOR Saieanee Stee N / SHOE RESHAPING MACHINE 


Men’s, Women’s—Factory or Retail 7 


Wanted: Red Cross, Florsheim, Arch Preserver, d 
Enna Jettick, ete... Nunn-Bush, Bos- No. 7075 Makes every cum <n Fi 
BARIS SHOE COMPANY, Inc. White and Black Patent Leather tomer’s shoe con-Q>U. 4g 


79 READE STREET, NEW YORK $2.40 per Dozen Pairs formscientifically 


Telephones WORTH 2-5180, 5181 sow MAKERS OF AMERICA, INC. to the feet and 
68 N. 4th St., Philadelphia, Pa. 

ALSO MANUFACTURERS OF CUT STEEL AND guaranteed to 
FABRIC ORNAMENTS AND BOWS. give entire satis- 


MERCHANTS’ NEEDS ; 
faction. 










































































NOW READY . . . CATALOGUE No. 32 ELIMINATES 
Write for copy and details MAKE YOUR shoes slipping at 


heels— 


WEAVCO INTERNATIONAL, INC. SPRING WINDOW shoes gapping at 


SHOW WINDOW DISPLAY EQUIPMENT A GRASSY LAWN ay a 
214 Institute Place, Chicago Ill DUNDE HAND IRON 


DISPLAY e@ |GRASS MATS 


36 x 72 INCHES 
$2.00 
Raises vamp — removes wrinkles — straightens toe 


Agoin SEGALL & 
er SOME the box—narrows width of all leather shoes—also has 


the Lead by Presenting Display actical uses—can be operated by any 

Equipment in the Newest of THE VERY BEST MADE clerk—both unde Reshaping Machine and Dunde 

New Improved Hand Iron are recognized sales 

Modern Designs at Prices You builders that pay dividends almost the first day you 
use them. 


Will Find Most Agreeable. ECIAL COMBINATION OFFER 
ARROW DECORATING oo. rate without iron.....$28.50 


A special folder, has 
been red. Pl k eeeeeeeceeees 
ioe npn ye AND FIXTURE CO. Memsaniee an imped icp cmv) 


SEGALL & SONS 7. eee DUNDE RESHAPING DEVICES, Inc. 
923 Arch $t., Philedelphie PHILADELPHIA, PA. 13 East 37th St. New York City 


| 
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MERCHANTS NEEDS 











To poepeny y,_,fisvlay” rood ouapest shoes, 
- shoes and fibre sole 
shoes. _ Sates in the correct up- 
right position. Occupies little space. Almost 
invisible when in use. Will not fall over. 
Used for Men’s and Women’s shoes. 








23.00 per dozen $1.65 per Y2 dozen 
M. D. POLLINGER hye 
|_Holland Building St.Louis, Me. 


















E. Z. STEP ARCH PILLOWS 
NEW—DIFFERENT—BETTER 


A practical common sense sdlution for a 
problem that has vexed shoe-fitters for years. 
With E. Z. Step Callous Pillows worn inside 
the adueieen callous pains will be relieved 
and the feet restored to normal condition. It 
requires no expert knowledge of foot anatomy 
to fit E. Z. Steps. They can be worn with 
any type shoe, can be laundered and will last 
indefinitely. They keep their resiliency for 
months. 

So economical in price that they may be used 
as trade-builders. 30 pair for $1.00. 

Two sample pair assorted sizes will be mailed 
on receipt of three cent stamp. 


E. Z. STEP PRODUCTS COMPANY 
OTTAWA ILLINOIS 




























Write for 
Samples 
and Prices 





us 
» yas 


One of America’s 
leading manufac- 
turers and creators 
of display products. 
Complete stocks on 
hand for immediate 
delivery. 










N.Y. - - - - - = 107 W. 48TH ST. 
CHICAGO... . ~ 6 E. LAKE ST. 


Boston St. Louis (DeSoto Hotel) Cleveland Chicago 




















Advertises Boots for Dogs 


New Or.LeEANS, La.—While not in 
the legitimate shoe department of the 
Krauss Department Store, Gabriel 
Dryfoos, manager of the pet shop 
there, is advertising boots for dogs 
of a rubberized fabric. According to 
Mr. Dryfoos, they come in fours in- 
stead of twos and are made in sizes 
one to six to fit anything from a 
Pekinese to a Great Dane, St. Ber- 
nard, mastiff or a Russian wolfhound. 
Number three is the size most fre- 
quently requested, this fitting the ordi- 
nary wire-haired Scotch or Boston 
terrier. 
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M Brainy (pai 


BOOTS AND SHOES 


CAMBRIDGE RUBBER CO., Cambridge, Mass.. eS se oe chi Aes 
CLAPP, EDWIN, & SONS, iNC., E. Weymouth, adele en i Sil ke ile POOR 5 52 
COLT-CROMWELL CO., New York COTp SS i ES EER ANCE Ae 8 ARPES N e ieee? 58 
CONNELL, J. M., SHOE CO., A SEER rs Sa a a PON enRAI 58 
ENDICOTT-JOHNSON CORP., Endicott, N. Y........0..0.0.0 cece cece cee eee eee ees Oy 7 
Bb ube iy 7 el OSS || Sr a ee ri 
CRT BE ea, Evin, (MOSS... 555s ec cect eect basectnecetencesene 54 
HANNAHSONS SHOE CO., Haverhill, Mass.............. 00.00 e eee eeee err rery 53 
HOOD RUBBER CO., Watertown, Mass.. ee a ne 
KIRKENDALL BOOT CO., Omaha, Neb... Peer Ate ett sie ddal SMe tie 04 a osahern i 58 
KRIPPENDORF-DITTMANN EO. CINGINBAE COS... oi: 0 5 sieed chic deine ees oeedwee 4 
Se a ee a a ar 56 
MANNIELD Gr Sim PhileGelmiia, PO... .. 6... ee ccc ccc cece tress enen ene 58 
OF i en fe FE RES, i 29 
MISHAWAKA RUBBER & WOOLEN MFG. CO., Mishawaka, Ind...................-. 10 
MRS. DAY'S IDEAL BABY SHOE CO., Danvers, Mass.......... 000-0000 cece cence eee 56 
MUSEBECK SHOE COMPANY, Danville, Ill... 00.0 cee cc eee eee eee 5 
NAHM BROS. SHOE CO., Philadelphia, Pa..... 0.00... 0 cc cece cee cee eee eee 56 
NUNN-BUSH SHOE CO., Milwaukee, Wis........ 0.002.000 eee eee eee 3rd Cover 
PETERS, Branch of Int. Shoe Co., St. Louis, Mo................. 00005 scte ee RC 42 
PORTAGE SHOE MFG. CO., Milwaukee, Wis... ..... 0.0... 0. cc cece eee eens 27 
ROBERTS, JOHNSON & RAND, St. Louis, Mo...... 2.2.0.2... cee eee eee gees 39 
ROVICK THEATRICAL SHOE CO., Chicago, Ill... 000.020 cee ee eee eee 54 
THOMPSON BROS. SHOE CO., Brockton, Mass........... 00.000 eee eee ee eeeeeeees SI 
VAUGHAN-TOWLE CO., Wakefield, Mass........... 0... c cece eee eee eee ees 56 
eg i I I EUNIE IND a. 8c 5 sno oc as co sivere ers Seneca easiness sewer . 52 
WEYENBERG SHOE MFG. CO., Milwaukee, Wis.........0...0.00 0c cece eee e eee cress 37 


LEATHER AND OTHER MATERIALS 


ALLIED KiD—Quaker City Div., Philadelphia, Pa......................0 00022 eee eee | 
COLONIAL TANNING CO., Boston, Mass.............. 000 cece eee e eee eens 34 35 
GOODYEAR TIRE & RUBBER CO., Akron, O......0 220.60 c cece eee eee 23 
LAWRENCE, A. C., LEATHER CO., Peabody, Mass........ 0.0... cece cece cence eee 46 
LEVOR: We OW VOPR City... 6.05 cece cee cede cceserewesoenennoen 2, 3 
MAHARAM FABRIC CORP., New York City.............0000 00 eee cece eee eeeeeee 54 
RUEPING, FRED, LEATHER CO., Fond Du Lac, Wis.............. 0. . eee eee 2nd Cover 
SE IIW LET I oo oon ooo os ecg ts cece ec cee eee ccens dene s ees eve 45 
UNITED STATES RUBBER PRODUCTS, INC., New York City. ............6. 00 eee eee 55 


MACHINERY, LASTS, MFRS.’ SUPPLIES, DRESSINGS, ETC. 


EVERETT & BARROW GO., Providence, RK. la... ccc cece ceed ese cas cccccreves 54 
FRANKLIN RESEARCH COMPANY, Philadelphia, Pa... 2.0.0... . cece ee eee ee 52 
UNITED GLAST Goria, Coston, Mass... o.oo ec enc crac et cas ecesceees 60, 61 
UNITED SHOE MACHINERY CORP., Boston, Mass............ 0 cece ee eee eee eees 


STORE EQUIPMENT — ACCESSORIES 

AMERICAN SEATING CO., Grand Rapids, Mich..............02. 0. cece e eee eee 

ARROW DECORATING & "FIXTURE Co., Philadelphie, {| et 63 
BOW MAKERS OF AMERICA, INC., Philadelphia, er to otis Soe ee ee 63 
DUNDE RESHAPING DEVICE, New York “| CT ea a aaa an Bar erty I arena Ebi 63 
DU PONT Visconere GO. New York City... .. 00... i ccc 
ee Se A © Se Pe 42 
OB A ee hey Mo TR oS || a a 64 
I ye Ns ig Son oie on i a neswint Sow ein wo gion Sige Bumveug tine we ea) s 63 
MOHAWK CARPET MILLS, New York City......... 00.00... c cece eee e eee eee ee BT 
NU-WAY SHOE STRETCHER CO., St. Louis, Mo.................. ee 63 
Pe iy re es GINS, PAO... onc cw ccc rcee teens de aw eee dipewitie cis 64 
R. & K. LEATHER GOODS CO., New York City.......0 20.0050 cece cece eee eee ees 4B 
EN oo 6 ac oan isn gl0it.s,- = ola. s 6 or 6 Hale ee @weinieiee Cae mandy 59 
A NE TTTIMOBIINIG, FOes os occ eee c eters deuseeds handiuwedions cues 63 
WEAVCO INTERNATIONAL, INC., Chicago, Ill....0.. 0.002000 002 c eee ee cee ees 63 
TTI tt UI UN so kos os viv haces ocee Sean wids OHS Saepedemdinlen ose 44 

MISCELLANEOUS 

BARIS SHOE COMPANY, Now York City.........00000.0c0cccecceeeceeecceesenees 63 
a IN ES A OC ete ee 63 
RIRSCreen AG Go. Bi... New York Cify. .. 0... wo cc ccc cess eee ceees 63 
RAILWAY EXPRESS AGENCY, INC., New York City.......... 0.0... cc cece ee eee ee 43 
STEPHENSON LABORATORY, Boston, Mass.............. 00. cece eceeeeeeueneeeens 63 
WILLMARK SERVICE SYSTEM, INC., New York City...... ........202000055 Back Cover 
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“Che REMEMBERS the erchant 
who Soll hor KALI-STEN-IKS —” 














10 Grosvenor Terrace 
Rathmines. 
Marbles, Retensl 
a amas 27,1936 
No. 4535 Patent oupar Mere 
Moreheteir 


Onvenukt 
Ww. 4. Q. 


And, the reason she remembers is the as : 

selling features found only in “Kali- Near! os 

sten-iks”! They are famous for their sacechaia | Soca chk 
Seamless Quarters, Seamless Quarter and : : WY tc tinrch) 
Tongue Lining, Patented Bulb Shaped hove sar hile, 

Heel, and 3-point Metatarsal Arch Sus- Rane J -- oo ad pet 
pension .. . features that “talk” to the : inde 

customer for the merchant long after 1 rdink. 


their purchase. We concentrate upon 
making good shoes only, beautifully ee wich, thes 
styled, so that they shall be a capital as- y} sir ” 
set for the store. And we back them with 
such prompt service that the merchant wt a . 
can always count upon a. satisfactory ae y, 0 
turnover. If interested in grading up, Ligh Ais ie 
write us. 
Re gop perdi 
« 2 mY \ s 
> ae 1 ie aes aw L 
q : Mohs Thaw) f- Lear) f 
lire) Uli Vocus: 


The Gilbert Shoe Co. 


THIENSVILLE, WISCONSIN 




















New York: 541 Marbridge Bldg. Los Angeles: Hayward Hotel 





lass 
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er $2. 
R1613 White Kid ° : 


! 

.f 

B1621 White Doeskin . 2.3 
BAss1 Blue Gondolier 


°, Hos 
AA © Widths 
an, ate a At In-Stock with 


edium Round Toe, High 
Heel, and Round Toe, Fiat 
Heel. 


Chic 
IN America’s 


Largest Department 
Of In-Stock Whites 
You Can Size-In 
As You Sell 


Nannette 
IN 


er 
R1593 White Kid .... 
R1599 White Doeskin. 
24 1 Last. Round Toe, 11 
Block Heel 


a 
R1577 Black Patent 
ather 


th 
Bound Toe, High Heel 


Sooner Sutbeti i ANN AH SONS ra it " 


of HAVERHILL, MASS. 
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TABLE FOR EIGHT...AND NO SITTING 


and SPAULDING COUNTERS 


“Stand erect, look cheerful, give quick service, 
look smart’’—what has this to do with 
Spaulding Counters? Working long hours, a 
waitress couldn’t follow this rule if her shoes 
were uncomfortable. But she has found that 
certain makes of shoes help her stand erect; 
that it’s not difficult to look cheerful if her 
Shoes really fit; that it’s easy to walk 
quickly and gracefully with a loaded 

tray if her shoes flex naturally; 


give her HAPPY HEELS 
that she looks smart if her shoes hold their 
shape and retain straight back-seams. Be- 
cause Spaulding Counters are made of long- 
fibre hemp and flax, moulded on extremely ac- 
curate steel lasts, are flexible, strong, and 
fit perfectly, they play a big part in helping 
the waitress follow the manager’s rule. They 
play a big part in any shoe. Your shoes 
will be better shoes if you specify 
WITH SPAULDING COUNTERS. 


SPAULDING, 


Counters 


“Wade i North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS $O MUCH... 


AND COSTS SO LITTLE 





When writing advertisers please mention Boot and Shoe Recorder 





IN-STOCK 
TO RETAIL AT 


$2.50 to $3.50 


THERES AN 


ENDICOTT-JOHNSON 


( Product 


FOR 
EVERY SHOE STORE 
IN AMERICA 


ENDICOTT - 
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GENTLEMEN PREFERJE 


1365—White Elk Bal, Mc- 
Kay, Composition 
Sole, 9/8 Leather 
Heel. Sizes 6/11... $1.52!/2 


1368—Same with plain 
toe, cord vamp. 


1366—White Elk Bal, Mc- 
Kay, Composition 
Sole, Rubber Heel. 
Sizes 6/11 $1.50 


7149—White Buck Bal, Welt, 
Oak Sole, Grain In- 
ner, Rubber Heel. 
Sizes 6/11, Widths B, 
3 Gee ee 


7185—Same in 7 wide. 


7141—White Buck Bal, Welt, 
Cord Vamp, Oak 
Sole, Grain Inner, 9/8 
Leather Heel. Sizes 
6/\1, Widths B, C, 


7142—Same with wing tip. 


7166—White Elk Bal, Well, 
Oak Sole, Grain In- 


ner, 9/8 Leather Heel. 


Sizes 6/11, Width D. 


7165—Same with plain toe, 
cord vamp. 


7140—White Buck Bal, Welt, 
Oak Sole, Grain In- 
ner, Leather Heel. 
Sizes 6/11, Widths B, 


OHNSNON 


1936 


$2.10 


$1.90 





When writing advertisers please mention Boot and Shoe Recorder 
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Rize?) Wrtseeo:..«. 


FEATURE these Endicott-Johnson White Shoes for your masculine trade 
this season. They're shoes that are exactly suited to the needs of Mr. 
Average Man who is certainly going to buy a pair of white shoes very soon 
now. 

They're styled in just the right way in designs to appeal to young men and 
men who like to stay young. 

Order E-J White Shoes today. Prepare for the greatest white shoe season 


ever! 


ENDICOTT, NY kewsork cry 
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NAVANIG a enn el iais 
rare! 
RETAILERS 


wishing to maintain their price 


ranges Nvanaatelel lowering aale 


quality, appearance or Wear 
/ 
value of their shoes 


are usINg 


NORTHWESTERN’S 


available in all grades 
for men’s, women’s 
PYatema@alitelacnins 


shoes 


NORTHWESTERN 
LEATHER 
COMPANY 
TRUST 
BOSTON 
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The Globe Shoe Company store in Danville, 
Ky., before and after being remodeled with 
a new Pittco Store Front. This is just one 
of the many shoe stores throughout the 
country which has achieved greater eye 
appeal and _ business-drawing power by 
Pittco-modernization. 


At your service... ovnwwe 


STORE FRONT EXPERIENCE IN YOUR FIELD 


ONE of the best assurances you 
can have that remodeling your 
store with a new Pittco Store Front 
will be successful and profitable, is 
the fact that we have had such wide 
experience in installing Pittco Fronts 
for your kind of store. Our experi- 
ence has taught us the type of win- 
dows, the color schemes, the arrange- 
ment of store front elements best 
able to suggest quality footwear and 
dependable service to —* cus- 


tomers ... and attract their trade. 

This is the nineteenth in a series 
of advertisements directed to boot 
and shoe merchants, and featuring 
photographs of actual Pittco Store 
Front installations for shoe stores. 
And these are only a few of the many 
shoe store installations of Pittco 
Fronts we have made. We invite 
you to send the coupon below for our 
free booklet on Pittco Fronts and 
interior heniaie which contains 


Fistseraes PAINT 
- PRODUCTS 


Ss TOR E F RON TS renienes are 


TAPES) ¥ GLASS 


further information. And remember, 
our staff of store front experts will 
gladly discuss with you and your 
architect the best type of front to 
fit your needs and pocketbook. 


PITTSBURGH TIME PAYMENT PLAN 


Take 2 years to pay for your new 
Pittco Front! Merely make a 20% 
down payment, and then pay the 
balance in easy monthly installments 
at low F. H. A. rates. 


Pittsburgh Plate Glass Company, 
2176A Grant Bldg., Pittsburgh, Pa. 

Please send me, without obligation, your new 
book entitled ‘ “How Modern Store Fronts Work 
Profit Magic.” 


I am 0 am not ( interested in the Pittsburgh 
Time Payment Plan. 


Listen to the “Music You Love,!” superbly rendered by the Pittsburgh Symphony Orchestra and distinguished guest artists every Thursday at 8:00 P. M., E. D. S. T., over NBC--WJZ 


network and associated stations 
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“PLEATEX™ 


The latest and greatest achievement 
of “Lastex’in the shoe industry 










Adopted almost at first sight by more than a score ___It can be cut and shaped to suit any design or pat- 
of America’s highest grade shoe manufacturers, _ tern. It is not injured by heat, cold, moisture, shin- 


‘“‘PLEATEX” promises to be the sensation of the _ ing preparations, cleaning fluids, or perspiration. 


1936 Fall season. And “PLEATEX” is PERMANENTLY ELASTIC! The 


elastic principle will outlast the shoe. 








WHAT IT IS—This amazing new shoe material is 
a combination of perfectly pleated leather or fabric | Watch for the new “PLEATEX” Shoes which will 
(it may be either) backed by a finely woven “Lastex” _be on display at the Fall Style Showing, Shoe Fash- 
hatiste and finished off with a firm “Lastex” binding. ion Guild of America, Inc., Waldorf-Astoria, New 
“PLEATEX” is superbly beautiful in appearance. York City, May 18-19-20, 1936. 


















For specific information on 






this new shoe material, ad- 
dress Pleatex Corporation, 
Marbridge Building, 47 
West 34th Street, New York. 












For general information on 


the uses and advantages of 






“Lastex” in shoes, address 
“Lastex,” 1790 Broadway. 







Illustrating some of the uses of “PLEATEX” 
in shoes designed by ALFRED VAMOS. 











. . « THE MIRACLE YARN THAT MAKES THINGS FIT 





Reg. U.S. Pat. Off. 
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IF YOU THINK AN ELEPHANT IS BIG... 





WHAT’S YOUR IDEA OF A WHALE? 








CIRCULATION 


ELEPHANT ... 11 FEET HIGH 
BLUE WHALE .. 100 FEET LONG 


is a whale, too, compared with the second biggest 


VEN in these days, when practically everybody 
E speaks in terms of big figures, it is not easy to 
picture any ove magazine having a regular weekly 
circulation that reaches more than five and a half 
million families! 

Yet that is the enormous circulation of The Ameri- 
can Weekly . . . the ove magazine that produces the 
greatest buying demand for products advertised in 

its pages, the everyday 
ca necessities and luxuries of 
life that you dealers find 

> most profitable. 

Briefly, here’s why The 
American Weekly is such 
an outstanding vital force 
in increasing sales volume: 
Every week it is read by 


~ The 
AMERICAN 
WEEKLY 








in the World 


MORE THAN 
5,500,000 


NEAREST 
COMPETITOR 
CIRCULATION 


more than 5,500,000 families, reaches from 1 out of 5 
to 1 out of every 2 homes in the richest buying areas, 
where 7/10ths of all families live and where 4/5ths of 
all retail sales are made! 


What The American Weekly is 


The American Weekly, the largest magazine in the 
world, is distributed through the 17 great Hearst 
Sunday newspapers. 

In each of 158 cities, it reaches one out of 

every two families 

In 146 more cities, 40 to 50% of the families 

In an additional,139 cities, 30 to 40% 

In another 171 cities, 20 to 30% 


... plus 1,982,000 families in thousands of other 
large and small communities who regularly read 


The American Weekly! 


**The National Magazine with Local Influence’ 
Main Office: 959 Eighth Avenue, New York City 
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E. V ERY shoe manufacturer who used Sno-White last year is 


using it again this year in larger quantities. It's the only proved white 


patent on the market, the only white in its second successful year. Used by 
the best manufacturers, it will be seen on the season’s most beautiful shoes. 
Sno-White is a favorite, too, with women, for it is the easiest of all leathers 
to keep clean, and it retains its brilliant finish an unusually long time. 
Get the white that has passed the experimental stage. Specify Colonial. 


Write today for sample swatches. Colonial Tanning Company, Boston, Mass. 





When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, May 2, 1936 








ELITE 


T-strap with square heel and 
toe made of lustrous Sno-White 
patent. Patent registered, 99108. 


FOR THE BEST PATENT LEATHER SHOES 


When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, May 2, 1936 


AN OPEN LETTER 





DUNBAR and SONS, INCORPORATED 


DESIGNERS AND MANUFACTURERS OF SHOE PATTERNS 
1706 WASHINGTON AVE. SAINT LOUIS, MO. 
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It has always been the Florsheim purpose and policy to make I 


the finest shoes we know how to produce. While our record 


speaks more authoritatively than anything else, it is grati- S tock 


fying to be able to state that countless voluntary letters have —_—— 
W-281; 


genuine buckskin 
with tan calf trim 


been received this Spring, from Florsheim dealers, comment- 
ing on the quite obvious quality and beauty of Florsheim 
Shoes for Women. We thank those who took the trouble to TO RETAIL AT 
write. Florsheim representatives are on the road now with g 75 

their Fall and Winter samples—admittedly the finest line $] 0) 
that Florsheim has ever created. One of them will be glad 


AND UP 
to call upon you on request. 


THE FLORSHEIM SHOE 
for Women 


THE FLORSHEIM SHOE COMPANY e Manufacturers e CHICAGO 
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